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Dexter's automatic door tests dependability of Dexter locks. 


Dext lep lability is proven by yntinuous testi _ me 
, arc ’ ’ ab ( . “ eS a 
exter s dependa ; ] . 7 ™ : sv DEXTER 


and even more significantly by the millions of Dexter Life- 


time locks giving dependable service throughout the world 
DEXTER LOCK DIVISION 


TI labil ‘ble | D ; Dexter Industries, Inc. — Grand Rapids, Mich. 
[his dependability is made possible Dy exters close he Contin Deuter tock Conede U4, Gor, Gaels 
In Mexico: Dexter Locks, Plata Elegante, S.A. De C.V 
é : Monterrey. Dexter locks are also manufactured in Sydney, 
and quality materials in every Dexter Lifetime lock. Australia and Milan, Italy 


attention to proper mechanical design, careful craftsmanship 


BUY DEXTER 





ConTact 


the ORIGINAL self-adhesive plastic gives a 
new, washable surface in minutes. Dozens of 
designs available—a wonderful tie-in for your 
unpainted furniture department: A Ot 


¥d.18” 
wide RETAIL 


FOR HYGIENIC PROTECTION 
made of Monsanto Ultron Viny! film. 


Sculp ture 


3-DIMENSIONAL, self-adhesive, washable plas- 

tic wall panels adhere to practically any sur- 

face .. . without paste, water ¢ 

or tacks. Ideal for your home 99 a panel 

renovating department. (18x 24%”) 
RETAIL 
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rugged, heavy-duty, self-adhesive vinyl. Avail- 
able in 10 patterns, CON-TACT TOP is washable 
and stain-resistant—costs much less than high 


pressure laminates. $] 98 
fe . $q.Yd. 
36” wide RETAIL 


FOR HYGIENIC PROTECTION 
made of Monsanto Ultron Vinyl film 
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EVERYTHING HINGES ON HAGER...U.5S.A.! 


Hager Nation-Wide Warehouse Network _ 
SUPPLIES FAST SERVICE TO 918 CITIES OVERNIGHT! 


$T. LOUIS 

139 Victor Street 

PRospect 3-1312 
Hager Factory's Central 
Location in St. Lovis, 
Missouri, enables restocking: 
all warehouses faster than 
any other manufacturer 


Fj 


LOS ANGELES 
’ 818 Santa Fe Avenue ' 
MAdison 9-2653 2727 Taylor Street 


Riverside 74808 
- a ‘ me 


Just tell us What. n where ...and how you want it! 


If you’re on the spot for fine hinges 


and other builders’ hardware, tell your 
jobber to phone or wire HAGER! He can 
pick up or obtain delivery direct from 
the Hager warehouse nearest him... 


often overnight! 


Seven Modern Warehouses— 
coast-to-coast—each fully stocked 
with the complete Hager line 
Each warehouse is strategically 
located near rail and motor 
terminals and airports 


Think Hager first TO GET IT THERE, FIRST! If the situation requires, drop 
shipments to fill an unusually hot 
order can also be made from 
other Hager warehouses 


Most emergencies—to cities of 
25,000 population or more—can 
be met with overnight delivery 


3 ‘ 
EVERYTHING HINGES ON C. HAGER & SONS HINGE MANUFACTURING COMPANY, ST. LOUIS 4, MO 
IN CANADA + HAGER HINGE CANADA ‘LIMITED KITCHENER, ONTARIO 
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Something to 
think about... 











* It’s the little things that count in selling. 
That’s what George Lewis, a success- 
ful St. Louis home improvement dealer, 
says. Here are a few tips from Lewis: 
— On home calls, do your selling in 
the kitchen. There’s no television there 
and everybody has a tendency to relax 
more around the kitchen table. 
— Always compliment the family on 
their home. 
— If there’s a relative of the customer 
who worked for a contractor once, ap- 
point him “chief architect” for the family 
Don’t snub him. 
— Don't be afraid to suggest a larger 
job, at more money, than the prospect 
had in mind. 
— Hire one or more experienced man 
whose job is to keep home improvement 
work on schedule. Emphasize the im- 
portance of these “trouble-shooters” in 
selling the job; explain that these men 
protect the homeowner from _ inferior 
work on the part of carpenters and in- 
stallers. 

Lewis has built up a $150,000 annual 
volume in home improvement with a 
skeleton staff, using such techniques as 
these. 


* How important are model homes? 
When the National Association of Home 
Builders surveyed their members on this 
point, only 54% said that they use model 
homes. 

Chances are that the other builders 
simply drive prospects around to homes 
they have already built—and then they 
send their prospects to lumber dealer 
showrooms for product selections. 

Sometimes lumbermen think that dis- 
play showrooms are only for those deal- 
ers who solicit consumer trade. Actually, 
a retail showroom can benefit builders 
as well as consumers. The contractor can 
use the dealer’s store as a showroom for 
his customers. People shouldn’t have to 
select materials from a contractor’s back- 
pocket literature. 

A good example of a modern show- 
room built by a dealer whose business is 
with builders is shown on page 54 this 
issue. 


WUAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 
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brought up to date. DAY | ALE hinted bem 

The Buying and Prod- dda) S355 Names index 
uct Data File contains 
the industry’s most com- 
plete directory of man- 
ufacturers. 

Extra copies may be 
ordered for salesmen and 
countermen, as well as 
executives. Single copy, 
Se 
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KORDITE'S 
BIG 


SPRING 
DERBY 


Now get a bigger share of springtime’s 
polyethylene profits. You’ll have Kordite’s 
Daily Double to help you sell—the eye- 
catching double-size display rack and the 
double-quantity dispenser carton—two 
top silent salesmen. Four bright banners 
tie in poly sheeting with spring activities 
and your related merchandise lines to give 
you extra selling power. 


WIN more sales with this new DISPLAY 
MERCHANDISER and HANDY SELF-DISPENSER 
PACKAGE. 4-time turnover gives you $412 profit. 


PLAC e Kordite’s Daily Double in your 
yard. Exclusive “multifold” roll permits easy han- 
dling and storage. Kordite poly sheeting is edge 
marked to assure accurate measuring, dispensing. 


SHOW these sales-building banners. 


Free—4 brightly colored banners tie in Kordite 
poly sheeting with seasonal uses and your related 
items. 





SIGN ME UP FOR KORDITE’S SPRING DERBY 
: : ATTENTION: PRODUCT MANAGER 
GID ROSIE hes papaten 6 Speer ar: CONSTRUCTION & FARM DIVISION, KORDITE CO. 
chandising kit for your use. Includes a Macedon, N. Y. 
variety of free ad mats for local use and ieadescseianin enc ehus Selita diethaaiaeiibies 
ease se e the UE merché s 
envelope stuffers to reach your customers. sk mie 


KORDITE CO. 


MACEDON, NEW YORK 
ivisi isti hemical Corp. 
Division of National Distillers and Chemic p See, SONS TA a 


Dealer Name 


Address .............. 
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PERSONAL VIEWPOINT 


Dominate the 60's with 


The advertising profession has a term called “playback” which 
rather accurately describes tangible reaction to an ad or promotion 
idea. Sometimes it takes months before a theme takes hold and be- 
comes completely successful. 

We’ve had that experience with our DSC (Dealer Sales Control) 
program, which began last May. Acceptance is growing and quite 
rewarding for our editors pioneering in-depth journalism. 

The phrase used above, for example, is not ours alone, but the 
title of a session just completed at the Indiana Lumber and Build- 
ers Supply Ass'n. convention. Bob Craft, the executive secretary 
has taken our idea a step further and keyed it to the so-called “Fab- 
ulous Sixties.” Significantly, Bob’s clinics will cover DSC for both 
new home building and remodeling. 

DSC has also crossed the border into Canada and is being fea- 
tured by one of the leading lumber dealer publications as their 
basic theme on editorial policy. 

We mention the above, not seeking praise, but to express our 
thanks publicly for the many favorable letters received from dealers, 
jobbers and manufacturers. This warm encouragement has indi- 
cated you want more on DSC, especially on what we call the “nuts 
& bolts” of Dealer Sales Control. On land, for example, you want 
more details on buying, the development phase, including utilities, 
and most of all—financing. On components, you have asked for 
complete shop layouts, equipment, costs and the price of completed 
components. Features along this line are already in the works. 

Turning to remodeling we plan articles to remove fear and un- 
certainty from this part of the business. Again, it will be “nuts & 
bolts”, not superficial articles, which leave you guessing. 

There’s more to our plans, of course, but this briefly indicates 
our direction and conviction that a publication devoted only to 
retailers has a service to perform. 


Three on the aisle 


When a house was built or remodeled in the past, the obvious 
major material was wood. Literally millions and millions of homes 
were erected using wood frame, wood siding, wood shingles and 
many other forest products. Wood reigned supreme. 

Viewing this lucrative market, it is not surprising that the alu- 
minum industry two years ago decided to mount a full-scale attack 
to expand the uses of aluminun in housing. The record shows they 
have met with marked sales success, especially in siding and roofing 
applications. The point of interest is that aluminum people are 
staging an all-out fight for uses in the home where there’s plenty 
of footage . . . not just windows but literally thousands of pounds 
per house. 

In the research laboratories, it is no secret that a complete alu- 
minum wall component is being given the forced-draft treatment. 

Still another basic line looking for footage is the plastics indus- 
try. Here we have extremely intensive research and field tests of 
full structural wall panels and roof-support members for the resi- 
dential market. 

We have frequently commented editorially on plastics’ bright 
future. Letters from readers suggest that fire safety will deter plas- 
tics in the building industry. Frankly, this just isn’t so. We have 
seen fires in structures where plastics have been widely employed. 
Actually modern plastics—the kind used today for building—al- 
though not fire-resistant, do not lend support for flames. A struc- 
tural wall of plastics is something else again, but we do not feel it 
poses serious problems, which are much different than a conven- 
tional wood framed wall with wood siding 





NEW 
DEVELOPMENTS 


American Lumberman, March 14, 1960 

HOUSING CONTINUES TO IMPROVE, confounding many a forecaster. As reported in 
the last issue (A.L. February 29) F.W. Dodge has become more optimis- 
tic, talks 1,250,000 starts this year. 

Producing actual contract figures Engineering News-Record now reports 
that the totals for the year so far were 31% over the same period of 

1959. This magazine commented that one had to go back to 1956 for a 

better February. 

SECONDARY BOYCOTTS AT BUILDING SITES will become possible with new legisla- 

tion being pressed for quick congressional action. Both builders and 
dealers have a stake in opposing this legislation, which permits a la- 
bor union to compel a builder, sub-contractor or supplier to stop doing 
business with a party with which the union is in dispute. 
Protection against secondary boycotts provided by Taft-Hartley is in- 
valuable. If removed, it could lead to intensive union organization 
drives. Builders in union shop areas, even though not involved ina 
dispute, could have their jobs closed down as a result of a secondary 
boycott. Immediate wires and letters to key senators and congressmen 
are Suggested. See list on page 25, news section. 

DISCOUNTS ON MORTGAGES continue high throughout the country. The latest 
NAHB telegraphic survey shows 5 points typical on FHA and 10 points 
on GI mortgages. 

Discounting of conventional loans was reported from 82 areas. The 
median average was 14%. Typical interest rate on conventionals from 
192 areas was 64%. There was no VA money at any price in one out of 
five areas. 

CUSTOM KITCHEN BUSINESS gets new competition from Montgomery Ward's. The 
Salesman designs the complete job for Ward's new Signature cabinet line 
and built-in appliances. Then the engineer builds a small scale model, 
which is photographed in color for prospect. 


MERGING FIVE EXISTING HOUSING agencies has been recommended to HHFA by Dr. 
Ernest Fisher, Columbia University. Fisher suggests combining FHA, 
Public Housing Administration, Urban Renewal, Fanney Mae and the Com- 
munity Facilities Administration. 

Norm Mason, HHFA head, withheld comment, other than to say the report 
was “thought provoking." But, there was plenty of evidence that Fish- 
er's report would be carefully studied by Congress. Aside from ad- 
ministrative efficiency, the study calls for less Federal control, more 
reliance on local initiative. 


FHA'sS RECENT LETTER making allowances for more durable materials on esti- 
mates goes much farther than aluminum products. The FHA letter cites 
siding with a baked enamel finish but goes on to mention deterioration- 
resistant windows, siding with integral color, various types of roofing 
of "durable nature." Specially treated wood requiring less frequent 
repainting is also mentioned. Further to quote: "it is particularly 
important to recognize the effect which exterior wall material, insu- 
lation, double glazing and other construction features may have on an- 
nual heating and cooling costs." 

THE U.S. CHAMBER OF COMMERCE's special housing conference next week in Wash- 
ington is expected to air many new component ideas. Clarence Thomp- 
son, president, Lumber Dealers Research Council, will represent the 
nation's retailers. 

DUPONT's PUBLICITY BARRAGE in the nation's newSpapers has a lot of observers 
guesSing. A press release made through United Press is turning up in 
newspapers coast-to-coast touting the so-called plastic or foam core 
component wall. While plastic cores are well along in the laboratory 
and have been field tested, there is talk of "premature" for the gen- 
eral public. 
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The Georgia-Pacific warehouse near you carries a vast stock 

of every grade of plywood in every standard size and 

thickness. It is ready to fill your rush order right now! 

@ G-P is the world’s largest producer of plywood. 

® It delivers consistently top quality plywood because 
it controls its own huge forests and cuts timber for 
specific grades. 

@ G-P guarantees you mill-fresh stock, inside-loaded onto 
freight cars at the production point and stored inside at 
local warehouses. 

For consistently high quality plywood in any grade, call 

your nearest Georgia-Pacific source, or write us today. 


GEORGIA-PACIFIC 


Plywood & Redwood - Lumber + Hardboard « Chemicals - Pulp & Paper 
Dept. ALBP 360, Equitable Bldg., Portland, Ore. 


Please send me complete information and nearest 
source of Georgia-Pacific quality plywood. 





To help you SELL MORE in 1960 
CELOTEX LAUNCHES... 






YOUR HOME 
COMES FIRST 





if it’s “by CELOTEX” 
you get 
QUALITY... plus! 


So familiar to millions (because 


TRIPLE-SEALED® ASPHALT SHINGLES. 
Color-harmonized. Complete line includes 


“CEILINGS BY CELOTEX.” Sound quiet- 
ing and decorative ... today’s mark of a 


they've seen it in national advertising 
for over a third of a century) the brand 


modern home. New fissured or perforated 
Hush-Tone® Tile and printed Designer 
line, offer wide choice. 


strip shingles and other styles in stand- 
ard weights, new square-tab wind- 
resistant Celo-Lok* and self-sealing 
Celo-Seal* shingles. 


name “CELOTEX” is noticed, recog- 
nized and respected by everybody. 
Your builder customers know this. 
That's why it pays to put the built-in 


selling power of this pre-sold name to 
work. It will help you sell more build- 
ing materials because it helps sell 


CELO-ROK* GYPSUM WALLBOARDS. 
High-purity gypsum deposits plus rigid 
quality control in manufacture insure uni- 
formly superior wallboard products. Also 
a complete line of joint finishing products. 


CELO-ROK* PLASTERS AND LATH. Base 
and finish-coat gypsum plasters, ‘‘tailor- 
made” to assure proper setting qualities 
for your area. Plain, perforated, foil- 
! 

It pays! backed or long-length gypsum lath. 


homes. When you order... when you 
sell... be sure to say, “by CELOTEX.” 








A NATIONAL PROGRAM 


to encourage spending for First Things First! 


“YOUR HOME COMES FIRST!” 


Four powerful words... slogan of a great sales- 
making crusade .. . created by Celotex to help you 
and your builder customers in the fight to keep from 
losing dollars that should be spent for building and 
modernizing homes. 

Paul D. De Ville, president of NRLDA, says, “An 
industry-wide promotion that reaches the consumer 


A MOVIE FOR THE INDUSTRY 


you'll want to see! Produced by Celotex with the cooperation 
of National Retail Lumber Dealers Association . . . National 
: Association of Home Builders... and 
other industry associations .. . “TO- 
DAY’S HOMES” is a movie to help our 
industry get its rightful share of what 
consumers will spend in 1960. Avail- 
able for local showing to your civic 
organizations and business clubs. 


MILLIONS OF TV WATCHERS 
will see this program—“TODAY’S HOMES: A Special Report,” 
narrated by the noted news commentator, John Cameron 
Swayze. This public service sound- 
motion picture sells the advantages 
of home ownership and the benefits 
{ of quality materials and workmanship, 
OY To be shown on TV across America. 


ype wo 


public has become more necessary with each passing 
year. The motion picture, ‘Today’s Homes: A Special 
Report,’ produced by Celotex with the endorsement 
of the National Retail Lumber Dealers Association, 
will do much to make people realize that buying or 
modernizing their home is the first and most impor- 
tant expenditure that they can make to improve their 
own well-being.” 


BIG ADVERTISING CAMPAIGN 


in leading magazines! The families that will do most to raise 

consumer spending by $14 billion in 1960, over 1959, are 

among the readers of the leading na- 

tional magazines scheduled to carry 

a series of Celotex ads that will sell 

——4 this money-moving idea: YOUR HOME 

aii! | COMES FIRST. Better Homes & 

| Gardens, Saturday Evening Post, Life, 

Living for Young Homemakers, Amer- 
ican Home, House Beautiful. 


Better Homes 


HOME | 


MERCHANDISING AIDS FOR YOU 


Eye-catching streamers, decais, and other material to identify 
your store with this national campaign... plus specially pre- 
pared newspaper advertising and di- 


rect mail featuring your building and 
| YOUR HOME >: home improvement services... telling 


1] people in your community that Better 
| COMES FIRST == 


Living is Your Business. 








INSULATING ROOF SLABS. Roof deck, in- 
sulation, finished ceiling—all in one prod- 
uct. With or without built-in vapor barrier 
and vapor-seal at all joints. Ideal for 
exposed-beam construction. New sound- 
quieting Fissured and Linen White. 





ee 


FLEXCELL* EXPANSION JOINT. Asphalt 
impregnated fiber board. Non-extruding, 
resilient. Pre-cut strips. For use wherever 
concrete meets concrete. Also for perime- 
ter insulation of slabs at grade; sill sealer; 
plate sealer. Variety of thicknesses. 


INSULATING SHEATHING. Industry's most 
complete line, including famous Double- 
Waterproofed and new STRONG-WALL* for 
direct nailing of shingles ... plus famous 
Life-of-Building Guarantee. A type for 
every purpose, every budget. 





MINERAL WOOL BLANKETS. Preferred 
ceiling and wall insulation. Spun-Process 
manufactured for lighter weight, extra re- 
siliency. Built-in vapor barrier. Reflective 
and regular types. Full, medium and utility 
thicknesses. 


HARDBOARD SIDINGS. Beautiful, durable, 
easy to paint. Channel-Lap* applies with 
aluminum channels; factory primed; invis- 
ibly fastened; self-ventilating. Verti-Groove* 
and Rib-Line offer verticai plank effects. 
Texbord* striated panels or shingles. 


BUILDING PRODUCTS BY 


SF 3 Key yD. « 


THE CELOTEX CORPORATION 
120 S. LA SALLE STREET + CHICAGO 3, ILLINOIS 


ARK FOR 
NG TILE 





Hauling logs from the woods or lumber to Louisville... 
our F-1000% average over 5 miles per 


SAYS DON COLLINS, CO-OWNER 
FLOYD COLLINS SAW MILL 
COLUMBIA, TENNESSEE 


“We are using Ford F-1000 trac- 
tors at both ends of our operation— 
one hauls logs from the woods and 
the other delivers rough-cut lum- 
ber and heading to points as far 
away as Louisville. Both tractors 
have the same engine, transmission 
and two-speed axle; each averages 
better than five miles to the gallon 
even though the two operations 
are entirely different. 


“These ‘59 Ford Super Duties 
outperform any other truck we've 
tried. They not only travel more 
miles per day but they do it with 
a lot less trouble. We have had one 
engine tune-up in 50,000 miles on 
the highway unit, and nothing on 
the logger in 30,000 miles. This is 


a welcome change from the experi- 
ence we had with another make 
truck doing the same job. This 
other truck just about ‘nickel and 
dimed’ us to death and cost us 3 
motors, 3 rear ends and 2 transmis- 
sions in 125,000 miles of operation. 


“Our drivers are good experi- 
enced men and they are much 
happier with the Fords. They claim 
that these new Ford Trucks drive 
better, ride better and have better 
brakes than any other truck in their 
class. Another reason we use Fords 
is that they are easier to maintain 
and we always get good service 
from our Ford Dealer. All in all, we 
think Ford Trucks are the best for 
our type of work.” 
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FORD TRUCKS 2:3" 
offer Certified Savings! 


2 
4 
2 
$ 
S 


Yes, this year, if you buy a Ford Truck, you get a truck 

with certified economy in the three major expense items 

gasoline, tires and initial price. 

~ . 

Best Gas Mileage! Results of second running 
of Economy Showdown U.S.A., show 1960 Ford 
Y2-ton Pickups won every test—beat the average 
of other four leading makes by 13.1 


Double Tire Life! Under aver age conditions 
Ford's truck-type suspension gives double the 
front tire life of that obtained with ‘‘soft-type”’ in 
dependent suspension used on some 1960 trucks 


Lowest Prices !* New 1960 Ford 1|4-tonners are 
priced from $33 to $181 below those of leading 
competitive makes. List prices of Ford Light and 
Medium Duty models are lowest in their class 


CERTIFIED DURABILITY ... 


The refinements built into the 60 Ford Heavy and Super 
Duty Trucks for longer life and greater reliability will 


also bring savings to your operation. 


Automatic Radiator Shutters, standard on 
all Super Duty models, add considerably to engine 
life. Reduction of coolant temperature variations 


from a 79° range to a 20° range means less expan 


sion and contraction, more efficient combustion 


and better lubrication 


Dynamometer Tests of Ford’s subn 
type electric fuel pump showed no vapor lox 
temperatures up to 200° F. Incipient vapo 
with mechanical fuel pump resulted ina 9 


loss under the same conditions 


Shaker Table Tests pius constant exposure to 


oil, water and heat proved Ford’s 1960 wiring 


harness to be three times longer lived than the 
1959 harness 


CERTIFIED ECONOMY REPORTS ... 


Certified results of these and other tests 
conducted by America’s leading automo 
tive research organization, plus a compat 
ison of manufacturers’ suggested list prices 
are now available at your Ford Dealer's 
Take him up on his offer to check the rec 
ords ... see and drive the new Ford Trucks 


' 


. — ...and you ll save for sure 


The driver for Floyd Collins Saw Mill says this Ford 
F-1000 tractor is the “runningest” truck he has ever Based on latest eveilable manufacturers’ suazested retail 
driven. He makes the 250-mile trip to Louisville in six prices, including Federal excise tax, excluding dealer pre} 
hours and that includes a 30-minute stop for eating. tion charges 


FORD TRUCKS COST LESS 


LESS TO OWN...LESS TO RUN... BU/ILT TO LAST LONGER, TOO! 


ration and conditioning and destin 
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COMPLETE POINT-OF-SALE 
DISPLAY KIT 


Tie-in with the biggest FABULON promotion 


ever! Get your share of new FABULON 
YOURS sales by identifying your store as FABULON 

headquarters. Use these eye-catching, sales- 

building window and store displays, literature, 


test panels, HOW-TO-DO-IT manuals, 
color folders, etc. Free for the asking .. . 


send coupon today! 
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-YOU PROFIT MORE... BECAUSE... 


.-- DOES WHAT OTHER FLOOR 
FINISHES ONLY HOPE TO DO 




















“Twin” of a famous “bowling-lane” finish, only 
fabulous FABULON keeps wood floors bright 
and shining for years WITHOUT WAXING 
OR SCRUBBING! Amber-clear FABULON 
comes ready for immediate use . . . no stirring, 
no settling, no skinning. Applies easily . . . dries 
fast; complete job — sanding and finishing — 
can be done in one day! Promotes sander-rentals 


and other tie-in sales. 

Use-tested and approved in millions of American 
homes. FABULON is acclaimed the country over 
as the finest modern floor finish obtainable. 
Product features galore help you sell every cus- 
tomer who enters your store. Be sure your stocks 
are adequate for the big clean-up, fix-up season 
ahead. 


ee IS PRE-SOLD FOR YOU 


Here's the key to “Super Sales in Sixty” — 
48,826,211! That's the number of FABULON 
sales messages to be delivered in the biggest 
FABULON advertising campaign ever. In 1960, 
every major home and handyman magazine 


will carry the FABULON story to millions of 
prime prospects . . . pre-selling FABULON for 
you! Check your stocks now; be prepared for 
the greatest sales year in FABULON's history! 


Book ©) 


REL ILDING, 


eg NRO 


Bey di, y, ~ fF bed 


PIERCE & STEVENS CHEMICAL CORP. 


DEPT. AL-3O 


710 OHIO STREET, BUFFALO 3, N.Y. 


Please rush my free FABULON tie-in display kit! 


COUPON 
TODAY! 
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NE W (Patent Pending) 


NEW cries coring) FINGER ADJUSTING HANGER 
ENDS COSTLY CALL-BACKS! 


Sensationally DIFFERENT. Astoundingly SIMPLE. 
A new KENNATRACK triumph that permits 
INSTANT adjustment and alignment of all by-passing 
and open or closed pocket doors. See illustrations. 


Specify KENNATRACK FA (Finger Adjusting) 
Hardware and even the “‘all thumbs’? homeowner 
won’t be bothersome by demanding unprofitable 
call-backs. It is actually easier for him to raise 
or lower a Kennatrack-hung door °<” himself 
or to re-align it for minor adjustments—than it 
is for him to phone for service. 


QUIET! Besides being finger-adjusting and 
instant-mounting, Kennatrack Hardware gives 
you the quietest, most easily gliding pocket and 
by-passing doors ever known. Write for details 
on this money and time-saver as well as complete 
information on budget ‘Scottie’ hardware for 
by-passing, pocket, and folding doors. 


you need 


of gliding doors! 





Te 


om 
Se ~y? 











FINGER-TIP ADJUSTMENT INSTANT DOOR MOUNTING 

mere finger-tip pressure on simple retainer lock engages 
ratchet-type adjuster gives im disengages at flick of a finger 
mediate and perfect door align yet never loosens in use. No 
ment, and raises or lowers the need to remove stops or trim 


door as required when removing door! 


NEW SERIES 600 FA KENNATRACK ... for quick, simple installation 
of 1” to 1%” By-passing Doors. Kennatrack’s exclusive top 
mount hanger eliminates extra millwork, permits maximum 
1djustment as well as instant removal and replacement of door 
without disturbing adjustment. Two hangers per door with 
eight floating wheels attached to grease-grooved axles that auto 
matically compensate for door warpage. For doors up to 100 Ibs 


KENNATRAC 


KENNATRACK CORPORATION « Elkhart, Indiana + A SUBSIDIARY oF (it broouers co 
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MACK SALES COMPANY | 
PARTS AND | 
SERVICE | 





You invested in the best... 
keep it the best 
—with Mack parts 


Investing in a Mack means you are on the road 
to numberless years and miles of top-flight, 
trouble-free service. Protect your investment 
with Mack quality-built parts. They alone can 
assure continued like-new operation. 

Only Mack replacement parts are built to 
work together as an integrated unit... built 
on the same production lines as the originals 
... are, in fact, identical in every respect to the 
original components which give every Mack 
year after year, mile after mile of trouble-free 
performance. 

All Mack parts are built to the strict demands 
of Balanced Design. Balanced Design is the end 
result of the exclusive Mack practice of de- 


signing and building all major components in 
its own plants, insuring their operation as a 
more efficient, more economical, trouble-free, 
integrated vehicle for maximum mileage life. 
Don’t risk your investment with “will-fit” 
parts! Insist on genuine Mack quality, long-life 
replacement parts. They are available from a 
coast-to-coast network of sales outlets. Mack 
Trucks, Inc., Plainfield, New Jersey. Mack 
Trucks of Canada, Ltd., Toronto, Ont. 


MAC K 


FIRST NAME FOR 
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Exclusive “Dollars-to-Dealers” ~~ 
Promotion from FLOM. <> 


Guaranteed Fiberglass Panels 


atu, 


A NEW HIGH IN SALES SUPPORT— 
BIGGEST DEALER BACK-UP EVER 


Profitable promotional news from FILON! The 
biggest advertising campaign ever for fiberglass panels 
—developed exclusively for greater dealer sales, top 
dollar profits. It means “dollars-to-dealers” the year 
around from homeowners, builders and contractors. 
A dynamic demand-building promotion designed 
especially for you. 


“SELF SERVICE" SALES TOOLS 

FILON sales tools are designed to help you make 
faster and easier sales. Compact, space-saving displays 
to fit any store layout. Banners, identification signs, 
photos, descriptive, informative literature and in- 
stallation plans to meet every customer requirement— 
all free to FILON “Class A” Dealers. 


IMMEDIATE DELIVERY: FILON is warehoused by over 160 
Distributors from coast-to-coast in U.S. and Canada. 
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JOIN FILON’S “CLASS A” DEALER PROGRAM TODAY 


For complete details, contact your nearest Filon Distributor, Filon Sales 
Office, or write: FILON PLASTICS CORPORATION, ‘‘Class A’’ Dealer Program 
Headquarters, 333 North Van Ness Avenue, Hawthorne 91, California 

1 am interested in receiving full particulars about FILON’s “Class A"’ Dealer 
Program 


NAME 





COMPANY____ 





ADDRESS____ 
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THE NATIONALLY 
ADVERTISED FILON 
GUARANTEE LABEL— 
Your customers’ 
assurance of 
superior quality. 


NATIONAL ADVERTISING 


“Class A” Dealers will feel the impact of FILON 
advertising in Saturday Evening Post, Better Homes 
and Gardens, American Home, House Beautiful, 
Good Housekeeping, Popular Mechanics, Popular 
Science, Family Handyman, leading Shelter annuals 
and semi-annuals, Farm publications—plus ads to the 
Home Improvement and Fence Contractors. All sales 
leads from ads are distributed to “Class A” Dealers. 


LOCAL AND REGIONAL ADVERTISING 


FILoN and its distributors blanket the nation 
with local and regional advertising that features names 
of all “Class A” Dealers. These continuing local and 
regional campaigns mean added support—added dol- 
lars to FILON “Class A” Dealers. 
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FILOWN. 


FREE PLASTICS CORPORATION 


TO “CLASS A” DEALERS 


Compact 3’ x 4’ wall dis- 
play unit. A complete 
Filon Sales Center. 
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ALABAMA 

Plastic Products Co 
929 N. 19th St 
Birmingham 


ARIZONA 

Fiberglas Engineering & Supply 
1880 West Fillmore St 

Phoenix 

Stewart Building & Roofing Supply, Inc 
2110 East 19 Street, Tucson 
ARKANSAS 

Cagle Iron Works 

1700 Towson Avenue, Fort Smith 
Darragh Co 

1401 East 6th, Little Rock 

Varner Steel Products, Inc 

P.O. Box 781, Pine Bluff 

COLORADO 

Construction Specialties Co 

2625 Walnut Street, Denver 
CONNECTICUT 

Georgia-Pacific Corp 

14 Cherry Street, Meriden 

Valoco Bidg. Products, Inc 

P.O. Box 1079, Middietown 

Vek Industries 

377 Post Road, Orange 

DELAWARE 

Capitol Glass & Mirror 

1205 S. Du Pont Highway, Dover 
Kaufman Glass Co 

1209-21 French Street, Wilmington 
FLORIDA 

Peninsular Supply Company 

2001 S. Andrews Ave., Fort Lauderdale 
Baird Hardware, Gainesville 
Generai Plastics & Metals, In 

1330 West Beaver Street, Jacksonv 
Hayco, Inc 

2642 Rosselie Street, Jacksonville 
Peninsular Supply Company 

2247 N.W. 17th Avenue, Miam 
southern Wholesale Supply Compan 
103 W. Alexander Place, Oriando 
Taylor Sash & Door Cc 
Guillemarde & Blount Sts 
Waiker & Hallowell, inc 
339-1001 Central Avenue, Sarasota 
Gulf Coast Plastics, in 


Pensa 


4930 15th Avenue South, St. Petersburg 


Turner Distributing Co 

2601 East Broadway, Tampa 
Peninsular Supply Company 

501 Fern, West Paim Beach 
GEORGIA 

Addison-Rudesal, in 

717 Ashby Street N.W., Atlanta 
North Brothers, Inc 

911 Monroe Drive, Atlanta 

Center Brothers, inc 

1209 Bull Street, Savannah 

ILLENOIS 

Auburn Plastic Engineering 

4916 South Loomis Street, Chicag 
Geergia-Pacific Corp 

1811 West Bryn Mawr Avenue, Chicag 
Georgia-Pacific Corp 

206 West Camp Street, East Peoria 
Cahokia Lumbermen’s Supply Co 

260 North 29th Street, East St. Louis 
Reserve Supply of Chicago 

3700 North Mannheim, Franklin Park 
Central States Steel, Inc 

625 Mills Road, Joliet 

W. C. Alexander Wholsesale Supply 
19th & Forest, Mount Vernon 
Springfield Builders Supply Co 

1900 East Mason Street, Springfield 
Mid-Products Company 

4th & Payson Avenue, Quincy 
INDIANA 

Great Lakes Distributing Corp 
Nelson Road, Fort Wayne 

Carter-Lee Lumber Company 

1621 W. Washington St., Indianapolis 
Great Lakes Distributing Cort 

2100 Erie Avenue, Logansport 

Great Lakes Distributing Corp 

1535 South Main, South Bend 

1OWA 

Nichols Wire & Aluminum Co 

1725 Rockingham Road, Davenport 
Nichols Wire & Aluminum Co 

310 S.E. Seventh Street, Des Mc 
Nichols Wire & Aluminum Co 

200 - 19th Street S.W., Mason City 
Omaha Hardwood Lumber Co 

First & Myrtle Street, Sioux City 
KANSAS 

Kilpatrick Brothers 

1840 Northern, Wichita 

KENTUCKY 

Weyerhaeuser Sales Co 

1360 Durrett Lane, Louisville 
LOUISIANA 

Bayou Building Speciaities Co 

1600 Barksdale Boulevard 
Georgia-Pacific Corporation 
400 N. Pierce St., Lafayette 
Georgia-Pacific Corporation 
501 City Park Avenue, New Orleans 
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Bossier City 


MAINE 

Eastern Glass Co 

636 Hammond Street, Bangor 
Georgia-Pacific Corporation 

70 Commercial Street, Lewiston 
Wade & Dunton 

686 Main, Lewiston 

Eastern Glass Co 

121 - 133 St. John Street, Portiand 


MARYLAND 

Georgia-Pacific Corporation 

301 South Kresson Street, Baltimore 

Lasting Building Supply & Equipment 

200 South Franklintown Road, Baltimore 

Georgia-Pacific Corp 

Kemp Lane, Easton 

MASSACHUSETTS 

Northeastern Supply Co., In 

ipswich 

Georgia-Pacific Corporation 

60 Kendrick St., Needham 

Karas and Karas Glass C 

455 Dorchester Ave 

So. Boston 

Read & Company, Inc 

812 Franklin Street, Worcester 

MICHIGAN 

Nichols Wire & Aluminum Co 

1021 North Raymond Road, Battle 

Owens-Corning Fibergias Supply and 
Contracting Div 

15300 West 8 Mile Road, Detroit 

Owens-Corning Fibergias Supply and 
Contracting Div 

549 South Seward Avenue 

Grand Rapids 

Georgia-Pacific Corporation 

126 East Hudson Street, Royal 

MINNESOTA 

Arrowhead Steel Distributors 

1122 West Railroad Street, Dulutt 

Keelor Steel, inc 

909 - 9th Street S.E 

MISSOURI 

Macco, Inc 

Graeser & Olive St. Roads 

Pyramid Products Company 

1916-18 McGee Street, Kansas City 

Southwestern Insulation & Materia 

1301 St. Louis Street, Springfield 

Building Products Supply 

6818 Manchester Street, St. L 

MONTANA 

Building Service, inc 

4211 First Avenue South, B 

Lumber Yard Supply ( 

13th & River Drive, Great Fa 

Building Service, Inc 

925 - 8th Avenue, North 

NEBRASKA 

Omaha Hardwood Lumber 

1144 North 1ith Street 

NEVADA 

Record Supply 

300 Valiey Road, Ren 

NEW HAMPSHIRE 

Plywood Wholesale Cx 

37 Union Street, Manchester 

Georgia-Pacific Corporation 

P. 0. Box 205, Manchester 


NEW JERSEY 

Georgia-Pacific Corporation 

400 Allwood Road, Clifton 
Georgia-Pacific Corporation 

174 Branchport Avenue, Long Branct 
Georgia-Pacific Corp 

Mill & Pine Street 

Vineland 

NEW MEXICO 

Fibergias Engineering & Supply 
1011 Sawmill Road N.W., Albuquerg 


NEW YORK 

Albany Area Distributors 

1988 Central Avenue, Albany 
Southern Tier Steel Products 

124 Broad Avenue, Binghamton 
Eastern Plywood & Door Co., In 
1250 Broadway 

Buffalo 

Reiber Roofing & Sheet Metal 
89-93 Doat Street, Buffalo 

J. & E. Products & Mfg. Co 

5 Van Sicien Avenue, Floral Park 
Georgia-Pacific Corporation 

121 South Fourth Street, New Hyde Park 
Georgia-Pacific Corporation 

933 Courtiandt Avenue, New York City 
J. Uebbing Bidg. Supply 

481 Wheatfield Street 

No. Tonawanda 

North Counties Supply Co 
Jefferson County, Philadeiphia 
Laminate Distributors 

Davies Place, Poughkeepsie 
United States Plywood Corporat 
1160 Scottsville Road, Rochester 
Vanguard Fabricated Products Cor 
1160 Scottsville Road, Rochester 
Reserve Supply of Central N.Y 
200 Midler Park Or., Syracuse 
Gilbert Wholesale Supply Co 
1200 Burrstone Road, Utica 


Minneapo 
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NORTH CAROLINA 
Georgia-Pacific Corporation 
2115 Freedom Drive, Chariotte 
OHIO 

Georgia-Pacific Corporation 
1069 Dublin Street, Akron 
Cincinnati Sign Supplies 

1111 Meta Drive, Cincinnat 
Harbor Plywood Co 

1231 Draper St 

Cincinnati 

Georgia-Pacific Corporation 
4832 Ridge Road, Cieveland 
Georgia-Pacific Corporation 
2461 Dorr Street, Toledo 
Plastic Products & Supply 
9-11 Superior Street, Youngstown 
OKLAHOMA 

Kilpatrick Brothers 

820 NW Fourth Street, Oklahoma City 
Kilpatrick Brothers 

6960 East 12th Street, Tulsa 


Regional 
Distributors of 


PENNSYLVANIA 
McClure & McClure 
2521 Industrial Avenue 
Aluminum Distributor 
350 East 19th Street 


2e0rgia-Pacif 

P.O. Box 193 
Hatfield 

M re&M 

318 Fronhe 
e0rgia-Pa 

W. Rosev 

Lancaster 
se0rgia-Pacif rt 
63rd & Eastw 
Fiber Glass General Pr 
5610 Harrisor 
Frank Roberts & ns 
Punxsutawney 
Brocker Mfg. & Supt 
1336 Spahn Aven 
RHODE ISLAND 


f 


k Avenu 


Street 


Georgia-Pa 
Harborside 
Read & 
160 Va 

ou Company 
144 Broad Street 
SOUTH CAROLINA 
southeastern Steel 
P Box 6373-A 
2801 gia-Paci fic 
1099 Berea Road 


SOUTH DAKOTA 

Building Material Distr 

820 Rapid St., Rag 
TENNESSEE 

The Currin Company 

1208 Carter Street 

McNeil Company 

1756 Fort Henry Drive, King 
Dealers Warehouse Corp 
1530 Sixth Avenue NE, Knoxy 
Norrell, Inc 

721 Scott Street, Memphis 
Volunteer Structures 

4108 Dakota Street, Nashv 
TEXAS 

Kritser Supply Company 
1023 West Fifth Street 
Longhorn Sash & Door Co 

2200 East 6th, Austin 

B. L. Moorhouse Company 

Holly Road, Corpus Christi 
Wright Sales Company, in 

1815 Griffin Street, Dallas 
Dealer's Supply & Glass Co 

1931 Mills Street, Ei Paso 
Georgia-Pacific Corporation 

665 East Vickery Bivd., Fort W 
Ray & Hamil Co 

3855 So. Freeway, Fort Worth 

C. P. Waggoner Sales 

233 SE 14th Street, Grand Prairi¢ 
Lubbock Sash & Door 

P Box 880, Lubbock 

J. & J. Steel and Supply Co 
2300 North Grant Street 


Amar 


Co 


Commerce St.. San Ar 


Fiberglas Engineering & Sut 
336 S. Third St. West 
VIRGINIA 

Lester Brothers, In 
Roanoke Highway, Martin 
Tidewater Plywood Cort 
Argonne Avenue Extens 
Richmond Dairy Equipment 
110 South Jefferson, Richmond 
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WASHINGTON 

Town & Country Distributors 
11618 N.E. 8th, Bellevue 
WEST VIRGINIA 

Allied Services, Inc 

160 Spring Street, Charlesto 
Charleston Hardware Co 
1116 Smith Street, Chariest 
abinet Supplier, inc 


n 


1449 Washington Ave., Huntinget 


Building Products Supply ¢ 
1447 Warren Street, Whee 


WISCONSIN 

LaCrosse Glass Co 

429 South Third Street 
Lumberman’'s Supply n 
212 E. Baldwin Street, Mad 
Block Iron & Supply 

216 Tenth Street, Oshkc 
Falls Dealer Supply Compan 
sheboygan Falls 
Georgia-Pacific Corporat 
3229 West Greenfield Ave 
West A 

WYOMING 

Construction Specialties Co 
200 North Market Street 


HAWAII 

W. P. Fuller & Compan 
770 Ala Moana Boulevard 
PUERTO RICO 

Enrique A. Castillo, In 
Labra Avenue, No. 1004 


CANADA 
ALBERTA 


Hayw 
aywe 


1805 - 75th S 


BRITISH COLUMBIA 
Alsto Distributors, L 
16 West Second Ave 
Plexolite Plastics 
t Sixth A 


Ea Avenue 


MANITOBA 

Aisto Distributors, Ltd 
3 Pacific Avenue, W 

NEW BRUNSWICK 

hristie Woodworking 

F Box 176, Sa 

NOVA SCOTIA 

Fer mpany 

Kempt Road 

ONTARIO 


eston & Lieff Giass 
3ooth Street, Ott 
tive Packaging 
r Box 97, W wale 
QUEBEC 
apr F bre G aSS Produ t 
56 Greene Avenue 
Terreau & Racine 
250 Rue St. Paul, Quebe 
P. A. Gouin, Limitee 
11 Des Forges, Trois 
SASKATCHEWAN 
Aisto Distributors, L 
6th Avenue & Angus Street 
Alsto Distributors, Ltd 


17th St. & Avenue J, Saskat 


FILON NATIONAL 

HEADQUARTERS 

Main Warehouse and Plant 
33 N. Van Ness Avenue 

Hawthorne, California 

REGIONAL SALES OFFICES 

AND WAREHOUSES 

Elmsford, New York 

10 Havens Street 

Chicago 31, Illinois 

5824 Northwest Highway 

Atlanta 5, Georgia 

109 Miami Circle NE 

REGIONAL SALES OFFICES 


Dallas 7, Texas 


1305 Motor Street 
Denver 2, Colorad 
808 Patterson Buildir 
ndianapolis, Indiana 
rcle Tower — Room 1319 
Jpper Darby, Pennsylvan 
1742 S. State Road 
M am 38 Flor 1a 
8080 N.E. Second Aven 
tsburgh 22, Pennsylva 
39 Fourth Avenue 
an Francisco 11, Ca 
420 Market Street 
eattle 9, Washingtor 
2 Marina Mart 
0 Westlake Ave. N 
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Get bigger share of the 


All signs point to 1960 as a big year in home remodeling. 


ith the all-new 
wit l l l€ ei cil new gram will make you Headquarters for Home Renewal 


. and sales! 
Homeowners everywhere will! be seeing exciting illus- 


ees TCY _ wy 
JO! j N S -MA N y TLLE trations like this, featuring J-M 7-Star Value Products 
setter Homes & Gardens 


in The Saturday Evening Post, Be 
and Sunset. They’ll see the same products featured on 


HOME RENE WA 7 the Dave Garroway, NBC-TV “Today” Show. 
, 4 . 4 _d If you haven’t heard all about this BIG Johns-Manville 
- =a program and the tremendous kit of selling aids. . . 
ACT NOW. See your Johns-Manville Representative 


PR O GRAM for full details. 
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Nationally-featured, 
this emblem marks 
Johns-Manville 7- 
Star Value Products 
the same products 
featured by builders 
of the finest new 
homes in America. 


March 14, 1960, 


A TESTED TRAFFIC-BUILDER— FIRST IN ITS FIELD! 
As part of the J-M Home Renewal program, you can offer this 
Justus Roe & Sons 50-foot precision steel measuring tape—a certi- 
fied $4.95 value for only $2.00 plus a coupon that customers get 


only at YOUR HOME RENEWAL HEADQUARTERS. Every 


home mechanic can use it—every customer will want one. Watch 
it build traffic for you—traffic that means sales and profits! 


J OHNS-MANVILLE JM 


WB ce 
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Senators Question FHA Lumber Marking 


—But FHA Chief Zimmerman defends action on MPS changes 
as benefit to homebuyers. Compliance to new rules slated for 


April 1 st. 


WASHINGTON, D. ( 4 Demo- 
cratic Senator and a Republican Sen- 
ator each the Senate spokesman for 
his party on housing matters—have 
raised questions about FHA’s new 
grade-marking requirement on lum- 
ber 

Their queries were directed to FHA 
Commissioner Julian Zimmerman dur- 
ing a review by the Senate subcom- 
mittee on housing of current Federal 
housing programs. 

In his prepared statement, Zim- 
merman said the April 1 date to start 
grade-marking of board and framing 
lumber used in housing built under 
FHA inspection will be “an important 
change for the protection of home 
buyers.” 

He explained: “FHA intends that 
home buyers shall rely upon FHA’s 
inspections and construction require- 
ments. Many home purchasers make 
no additional efforts to learn whether 
the house they are buying is struc- 
turally sound.” 

The FHA commissioner told the 
Senators that the additional cost of a 
house as a result of the requirement 
is insignificant but the protection to 
the home buyer is significant. 

“He is assured,” Zimmerman said, 
“that substandard lumber will not be 
used for the basic structure of a home 
that he purchases with the assistance 
of an FHA insured mortgage.” 

Sen. John Sparkman (D-Ala.), 
chairman ef the housing subcommit- 
tee, said he thought there might be a 
question of anti-trust violation in the 
manner in which the grade-marking 
is to be accomplished 

Zimmerman said careful considera- 
tion had been given to this legal point 
and the conclusion was that no anti- 
trust violation was involved 

The commissioner pointed out that 
FHA’s Minimum Property Standards 
had required certain grades of lum- 
ber to be used for certain purposes 
in housing for many years and that 12 
of the 75 field offices already have 
required grade-marking for some 
time 


As long as 10 years ago, he contin- 


22 


ued, FHA started to move in this di- 
rection. There have been some com- 
pliance problems, he added, because 
FHA inspectors could not tell with 
accuracy whether standards were be- 
ing met if the lumber was not grade- 
marked 

“I had sufficient evidence,” the 
commissioner said, “to feel that the 
time had come to move. “ 

Sen. Homer Capehart (R-Ind.). 
ranking minority member of the sub- 
committee, wanted to know’ who 
looked after the standards before FHA 
came into being or of the houses 
built outside FHA now 

“Well, Senator,” replied Zimmer- 
man, “I do not imagine that they are 
looked after to the same extent as 
housing built with insured financing, 
although. . actions taken by FHA 
have a very substantial impact gen- 
erally throughout the industry.” 


U.S. Housing Administrator Nor 
man Mason commented that before 
FHA was created in 1934 the re 
sponsibility fell almost solely upon city 
building code inspectors. 

Senator Capehart, a frequent critic 
of the government housing programs, 
rephrased his question: “My point is: 
Who is looking after the other 75% 
of the houses that are built (without 
FHA inspection)? Do we want to in- 
ject government into the situation to 
this extent?” 

Zimmerman said: “Well, I suppose 
it is a philosophical question the Sen- 
ator is raising. I think that the trend 
historically and quite obviously has 
been toward this quality determina- 
tion 

“Electrical appliances is 
one of the best examples—and gen- 
erally relied upon whether we have 
Federal participation or not. I suspect 
that most home buyers would look for 
the underwriting label on electrical 
appliances. 

“I think this is the education of the 
public. ...” 


probably 





Plans National Network of Remodelers 


New YorkK—Herbert  Richheim- 
er, one of the most publicized home 
improvement contractors in the na- 
tion, hopes to bring together the 1.- 
000 best home modernizers in a new 
franchised system “to bring order out 
of chaos in the modernization busi- 
ness.” 

The Richheimer Modernizing Sys- 
tems, Inc., will make available to 
selected dealers and contractors 

1. The estimating procedure which 
has enabled Richheimer to make a 
record of less than 1% error in pric- 
ing of home remodeling jobs. 

2. Accounting and cost control 
methods which have brought 5% net 
profit on Richheimer’s multi-million 
dollar sales volume. 

3. Merchandising and sales techni- 
ques which have nearly doubled the 
Richheimer business in each of the 
past three years. 

4. Management and sales training. 

5. National advertising of the en- 
tire franchised network plus a month- 
ly advertising service for all partici- 


pants in the franchise network 

6. Instruction in a variety of uni- 
que building methods, including the 
addition of an entire second story to 
trussed-roof ranch homes. 

7. Availability of national financ- 
ing. 

8. On-the-spot consultation by Rich- 
heimer. 

A pilot group of from 15 to 20 
modernizers will be trained by May 
1. RMS hopes then to train as many 
as 25 other franchised modernizers 
per month starting July 1. 

The goal is 100 franchises in 1960, 
as many as 1,000 in five years, with 
each expected to reach a minimum 
sales volume of $750,000 per year. 
The franchised network should be big 
enough for national advertising with- 
in two years, Richheimer said. 

Dealers and contractors who join 
the RMS system will retain their own 
identity but will use their RMS af- 
filiation in advertising. 

RMS has established headquarters 
at 280 Madison ave., New York 16. 
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NRLDA Offers Dealers Basic 
Courses in Sales Training 


‘Package Selling,'’ the second in series of six seminars, now 


ready for distribution. 


“Selling the Whole Package,” the 
second in a series of six projected 
sales training seminars prepared es- 
pecially for lumber dealer personnel 
by the National Retail Lumber Deal- 
ers Association, is now ready for dis- 
tribution. 

Professionally-produced, the 23- 
minute sound-slide film makes four 
major points: find out what the cus- 
tomer wants—then help him plan; 
sell financing; sell the services of 
your contractor customer; assistance 
for the do-it-yourself customer. 

The purpose of each seminar is to 
train all personnel having customer 
contacts with the fundamentals of 
good salesmanship as applied to the 
services, products and packages sold 
by the retail lumber dealer. 

The first seminar, “Customers are 
Peopie,” was introduced at the 
NRLDA convention in Cleveland. 
Titles of successive seminars are: 
No. 3, “Going Out After Business”; 
No. 4, “Clinching the Sale”; No. 5, 
“Knowing Your Product”; No. 6, 
“Making the Big Sale.” 

Each seminar package contains a 
self-study manual for each enrollee 
based on the film and sales principles 
involved, also quiz sheets. In addition, 
the dealer receives a Moderator’s 
Guide describing how to stage a suc- 
cessful meeting. A “Certificate of 
Proficiency” signed by H. R. North- 
up, executive vice-president of 
NRLDA and countersigned by the 
dealer, is awarded each student com- 
pleting the course. 

Although dealers may order an in- 
dividual “sales-maker program,” as 
the series is called, the course has 
been prepared to involve progressively 
more complex sales problems. Con- 
sequently, NRLDA advises dealers to 
subscribe to the series. 

The dealers’ fee for each course is 
$1 per enrollee. This charge includes 


oa 


THIS 1S SCENE from second NRLDA sales 
seminar film, ‘Selling the Whole Pack- 


age,"’ now ready for dealer distribution. 


the film, 33% rpm sound record, self- 
study manuals and quiz sheets. The 
sound record, which accompanies each 
film strip, can be played on a DuKane 
supersonic automatic player (avail- 
able through a DuKane dealer or Ford 
or Chevrolet dealers) or manually on 
a 33% rpm turntable. 

Some 5,000 employes, averaging 10 


employes per firm, have completed 
the first seminar, according to 
NRLDA. Subsequent seminars will 
be made available at intervals of two 
to three months. Manufacturers have 
cooperated in sponsoring the series 
with U. S. Gypsum and Masonite 
participating in the first two. Kaiser 
Aluminum will cooperate on the third 
seminar. 

Dealers wishing to participate in 
the program are asked to indicate 
their first and second choice of dates 
to show the film. Application may be 
made either to your state or regional 
association or directly to the National 
Retail Lumber Dealers Association, 
Suite 302, The Ring Building, 18th 
and M Streets N. W., Washington, 
D. C. 





Oklahoma, Arkansas, 


Kansas Students 


Learn Dealer Sales Control Methods 


STILLWATER, OKLA.—The Okla- 
homa Lumbermen’s Association, with 
Oklahoma State University, used 
“DSC” (Dealer Sales Control) as its 
theme for the 10th annual training 
course held here last month. 

W. M. (Bill) Morgan, secretary- 
manager of the Oklahoma dealer as- 
sociation, presented each student with 
a copy of three “DSC” reprints from 
American Lumberman: “DSC in Home 
Improvement Packaging”; “DSC _ in 
Home Building” and “DSC in Team- 
work with Contractors.” The book- 
lets served as texts for the 2!2-day 
training course. 

Students were urged by Morgan to 
tell their managers and lumberyard 
owners about Sales Control. “If prac- 
ticed as outlined, DSC principles could 
change a marginal return on invest- 
ment to a fair and decent return,” 
Morgan said. 

The following students received cer- 
tificates of accomplishment upon com- 


pletion of the training session: 

Don Jones, Davidson and Case, Oklahoma 
City; Larry Reid, Crowell Lbr. Co., Attica, 
Kans.; Claude Gill and Dale Morrow, Mor- 
row Gill Lbr., Co., Sand Springs, Okla.; 
Harry H. Poarch, Economy Lbr. Co., Tulsa, 
Okla.; Ronald Gibson, ibson Lbr. Co., 
Sapulpa, Okla.; Neal Lancaster, Siloam 
Springs Lbr. Co., Siloam Springs, Ark.; 
Ben Musick, Kingfisher Lbr. Co., Kingfisher, 
Okla.; Chas. R. Green, Metz. Lbr. Co., Chero- 
kee, Okla.; Jack Hill, Morrow-Gill Co., Sand 
Springs, Okla.; James Dressler, Bonner 


LEARNS ABOUT “DSC”—Neal Lancas- 
ter, Siloam Springs Lumber Co., Siloam 
Springs, Ark., receives Certificate of Ac- 
complishment from Dr. Al Darlow, vice- 
president of Oklahoma State University, 
upon completion of 30 hours study in 
dealer training course. 


Springs Lbr. Co., Bonner Springs, Kans.; 
Johnny Townzen, Powell Lbr. Co., Benton- 
ville, Ark.; Jack Garner, Powell Lbr. Co., 
Rogers, Ark.; Clarence O. Sherwood, Lyons 
Lbr. Co., Lyons, Kans.; R. G. House, Western 
Lbr. and Hardware, Elk City, Okla.; Don 
Weaver, Davidson and Case, Oklahoma City, 
Okla.; Will P. Ash, Riley Lbr. Co. Wichita, 
Kans.; Conrad Ashley and Jerry Jackson, 
Hobart Lbr. Co., Hobart, Okla.; Lynn Puck- 
ett and Herman Jantz, Fraley Lumber Co., 
Ardmore, Okla.; Raymond E. Hess, Currell 
Lbr. Co., Enid, Okla. and Melvin Smith 
Gilchrist Lbr. Co., Coldwater, Kans 





Lumber Dealer Wins Civil 
Suit Against Customer 


AuGusTA, Me.—A jury in Superior 
Court here found a Waterville lumber 
dealer, Adrien Morneau, was entitled 
to $517.47 as payment for materials 
bought by a Waterville attorney. 

The customer, Bernard Cratty, 
claimed that he was entitled to deduc- 
tions because when he started in the 
building business in 1954 the lumber 
dealer did not say that there would be 
interest charged on outstanding bal- 
ances. Later, Morneau started to 
charge interest on the Cratty account. 
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Cratty said he entered into oral con 
tract with the dealer in 1955 concern- 
ing purchase of lumber at $75 per 
1,000 feet. In the construction of the 
second of three homes, Cratty said 
Morneau raised the amount to $85 per 
1,000 feet. 

The lawyer also claimed that more 
lumber was delivered than necessary 

Morneau said that he notified Crat- 
ty that he would have to charge inter- 
est on his account as of April 25, 
1957. He said he raised the price be- 
cause “he could not afford to finance 
Cratty in his projects and sell him lum- 
ber at wholesale prices.” 
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woods boss... 


..+ Production of high quality 
lumber starts back in the woods 
with skilled, efficient logging — 
a job for which Walt Bassett is 
eminently qualified. Born and 
raised in the California redwood 
country, Walt has had 36 years’ 
working experience in harvest- 
ing prime Palco timber. In this 
time, he has seen many improve- 
ments in equipment; the change 
from hand to power cutting 
tools; the use of mechanized 
tractor rigs and loaders designed 
especially for the job. 


Even more significant, per- 
haps, is the industry’s change in 
methods over the years. Nowa- 
days, progressive companies like 
Pacific log their tracts with 
utmost care, to realize every 
possible board foot of sound 
lumber from a stand. Everything 
is done — selective cutting, re- 
forestation, brush clearance, fire 
prevention —to assure a perma- 
nent, self-renewing yield. 


For more than 90 years, Pacific 
has been an industry leader in 
advanced practices of logging 
and timber management. This 
policy benefits both the com- 
pany and its customers by as- 
suring, for generations to come, 
an everlasting supply of Archi- 
tectural Quality Palco Redwood, 
the industry’s standard of com- 
parison. 


PAL C @ 


THE PACIFIC LUMBER COMPANY 


Mills at Scotia, Eureka, and Elk, California 


100 Bush St., San Francisco 4, Calif. 
35 E. Wacker Dr., Chicago 1, Ill. 
2185 Huntington Dr., San Marino 9, Calif. 


l\ 


Member of California Redwood Association 
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KICKOFF AD for J-M ‘‘Home ReNEWal” spring promotion. 


Johns-Manville Launches Renewal 
Sales Campaign With Dealer Tie-in 


NEw YorRK—A springtime mer- 
chandising program now underway by 
Johns-Manville includes national ad- 
vertising, which directs homeowners 
to J-M dealers; a premium offer for 
consumers which doesn’t cost the deal- 
er a cent but builds store traffic; and a 
kit of display and selling aids to make 
each yard a Home Renewal Headquar- 
ters. 

The J-M advertising starts with a 3- 
page insertion in the March 19th issue 
of the Saturday Evening Post (see il- 
lustration). Other ads will be in Better 
Homes & Gardens, Sunset and Life, 


plus TV promotion by Dave Garro 
way. 

Dealer coupons will allow customers 
to buy a $4.95 steel tape for $2 from 
Johns-Manville. The tapes will be pro- 
moted in the national consumer ads 
Store posters and easel cards for the 
steel tape coupons are available to 
dealers. 

Selling aids for store tie-in with the 
renewal campaign include window sign 
in color, mobile store signs, brochure 
listing product displays, mats, publicity 
releases, postcard promotion, adhesive 
squares for displays. 





Key Congressmen to Contact 


Regarding Secondary 


Below are members of the Senate 
and House Labor Committees who 
will consider the proposals to permit 
secondary boycotts at the construction 
site. See New Developments page, 
this issue, for digest of the boycott 
proposal. 


HOUSE 
Democrats—Graham A Barden, N. C., 
Chairman; Adam C. Powell, N. Y.; Cleve- 
land M. Bailey, W. Va.; Carl D. Perkins, Ky.; 
Roy W. Wier, Minn.; Carl Elliott, Ala.; Phil 
M. Landrum, Ga.; Edith Green, Ore.; James 
Roosevelt, Calif.; Herbert Zelenko, N ‘ 
Frank Thompson, Jr., N. J.; Stewart L 
Udall, Ariz.; Elmer J. Holland, Pa.; Ludwig 
Teller, N. Y.; John H. Dent, Pa.; Roman C 


Boycott Issue 


Pucinski, Ill.; Dominick V. Daniels, N. J 
John Brademas, Ind.; Robert N. Giaimo 
Conn.; James G. O'Hara, Mich 
Republicans—Carroll D. Kearns, Pa., Clare 
E. Hoffman, Mich.; Joe Holt, Calif.; Stuyve- 
sant Wainwright, N. Y.; Peter Frelinghuy- 
sen, Jr., N. J.; William H. Ayres, Ohio; Rob- 
ert P. Griffin, Mich.; John A. Lafore, Jr 
Pa.; Edgar W. Hiestand, Calif.; Albert H 
Quie, Minn 

SENATE 
Democrats—Lister Hill, Ala., Chairman 
James E. Murray, Mont.; John F. Kennedy 
Mass.; Pat McNamara, Mich.; Ralph W. Yar- 
borough, Tex.; Joseph S. Clark, Pa.; Jen- 
nings Randolph, W. Va.; Harrison A. Wil- 
liams, Jr., N. J.; Wayne Morse, Ore 
Republicans—Barry Goldwater, Ariz.; Johr 
Sherman Coover, Ky.; Everett Dirksen, II! 
Clifford P. Case, N. J.; Jacob K. Javit 
N. Y.; Winston L. Prouty, Vt 





Good Chance for Wage-Hour Extension 


WASHINGTON, D.C.—The door 
has been cracked for a compromise 
between the Administration and Con- 
gress on a minimum wage-hour bill 
this year but the opening is wide 
enough for President Eisenhower to 
slip in a veto if the legislation goes 
much beyond what he wants. 

Democratic-sponsored bills would 
raise the minimum wage from $1 to 
$1.25 an hour and extend coverage to 
some 3-4 million additional employes, 
primarily in the retail and service in- 
dustries. 

Labor Secretary James Mitchell said 
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the White House approved in advance 
his report that a “modest increase” in 
the minimum wage would be feasible 
but extended coverage would be “the 
most important action” that Congress 
could take in this area. 

Senator Republican Leader Everett 
Dirksen said, however, that he had 
had no word from President Eisen- 
hower of Administration support for 
an increase. Dirksen said he would op 
pose a minimum wage boost on the 
grounds it would lead to price in- 
creases and be inflationary. Retail 
groups are fighting any increase 





Promote Family- 


e Ideas for Ads 


¢ Complete Layouts 


¢ High quality illustrations 


ADservice, produced by American Lumberman, has unique flex- 
ibility. If you promote remodeling, illustrations are offered on all 
big ticket packages. And when a multi-item ad is planned you 


have your choice of hundreds of product mats. 


There are now 34 mat pages available. Each page sells for $3.95, 
less in quantities, and you get a large heading illustration and from 
six to seven smaller illustrations on every page. With each page, 


we also provide suggested layouts and copy. 


Package 2 

Theme and Project Mat 

Illustrations 

Add-a-room (exterior) ..... 

Add-a-room (intérior).... 

Add-a-room (sketches) 

BRN OUD’ pecicccteinsesconicenes iaeneeeas 

Christmas, headline illus......... 

Dormer 

Entrance, before-after . 

Family-recreation room ....! 

NN 

Garage converted to room. 

Get ready for winter........ : 

Home improvement 
(composite) 

Insulation . 

Kitchen pace 

Modernization Magic 

Money to loan....... 

Outdoor living .... 

Paneled room ... 

Planning help . 

Plywood 

Roofing . 

Screened porch 

Warehouse sale 


Package 1 


Mat 
Page No. 


Theme ond Project 
lllustretions 


Add-a-room 
Attic R 


Christmas, general 

Christmas, recreation roon 

Christmas, t s 

Fencing 

Garage selectior 

Hardware 

Home workshop, tools 

Home improvement for interiors 
F 

Insulation 

Kitchen remodeling 

Paint 

Plywood 

Porch or breezeway 

Recreation rooms 


Spring check-up 


Products and 
Applications 


i) 


Adjustable post 


Blanket insulation 
Caulking gun 

Cedar closet lining 
Ceiling tile, insulating 
Ceiling tile, acoustical 
Concrete mix 


vee 
NOena Ww 


Nn 
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Page No. 


Products and 
Applications 

Acoustical tile ... 
Awning, window .. 
Caulking ................ 
Christmas patterns 
Combination doors .... 
Combination windows 
Counter top 

Doors, interior . 

Fan, kitchen ... 

Fence, picket ... nana 
ee , 
Hardboard, perforated .. 
Insulation, blanket . 
Insulation, pouring 
Kitchen cabinets ................ 


Louvered shutters, interior... 
Lumber, piece-price ................ 3 


Paint, exterior .... 
Paint, interior ... 
Ping pong table. 
yi , . . Cee 
Roof cement ... 


Roofing, shingles .............:0+ 


Storm sash 

Table legs 

Tools, hand .......... 
Train table, plywood 
Wall tile 
Weatherstrip 
Wrought iron railing.... 


Cornice, plywood 
Counter top 
Cutting board 


combination 
flush 
folding 
interior 
louver 
screen 


Doors, 
Doors. 
Doors 
Doors, 
Doors, 
Doors 


Fence, ornamental 
Fence, pickets 
Fence, posts 
Fence, wood 
Floor tile 
Flooring, hardwood 


N 


and wire 


Garages 

Garage doors 

Glass block 

Gutter and downspout 


Hardboard, perforated 

Hardboard, wall tile 

Hardware, builders’ 

Hose, garden 

Insulating plank 

Insulating siding 

Insulation, blankets 

Insulation, pouring . 

Jalousie 

Kitchen cabinets 

Knotty pine 

Ladders - 1% 
Lumber . , 9, 14, 22 
Medicine cabinets ............. . 16 
Mortar mix 22 


nn 23, 


ecreation Rooms 
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_ADservice FRY 


Piece-Price Lumber 
MAT NO. 332 
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MAT NO. 335 


Pert Hardboard 
MAT 








THERE’S NO WINTER SLUMP in yards merchandising indoor 
sales packages with ADservice materials. Page 32, above, in 
the ad program makes it easy to go after more recreation room 
business. Other mat pages cover kitchens, attic rooms and many 
individual products such as insulation, paneling, laminates, 
doors—all the related items which make up high-profit, saleable 


packages. ADservice is not a 


“‘canned"’ proposition. We fur- 


nish layouts but rely on each dealer to stress his own individual- 
ity, product lines and services to the customer. 


Paint brushes 

Paint, exterior 

Paint, interior 

Paint, masonry 
Paint, roller and tray 
Ping pong table 
Plywood 

Plywood built-ins 
Plywood handy panels 
Plywood paneling 
Plywood train base 
Posts, fence 


Roof coating 
Roofing, roll 
Roofing, shingles 


Screen doors 
Screen, window 
Screen, roll . 
Shelving lumber 
Shingles, asphalt 
Shingles, wood 
Siding, wood 
Stairs, disappearing 
Storm sash 


Tools, garden 
Tools, hand 
Tools, power 
Trellis . 


Wallboard 

Wall tile ........... 
Weatherstrip . 
Windows .. 
Wood mouldings 
Wood paneling 
Wood siding . 
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American Lumberman 
59 E. Monroe St. 
Chicago 3, ill. 


(Circle pages desired) 


Package 1 
1, 2, 3, 4, 5, 6, 7, 8, 9, 10, 14, 12, 13, 
14, 15, 16, 17, 18, 19, 20, 21, 22 


—______poges @ $3.95 


—_.____ entire package $82.50 


Package 2 
23, 24, 25, 
29, 30, 31, 


—______ pages @ $3.95 


26, 27, 28, 
32, 33, 34 


—___._______entire package $44.90 


Catalog Send free catalog _ a 


Name. 
Address 


City 
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vse | John Wood PORTABLE HEATER 


ENDS WINTER WORK STOPPAGES 





* Arcadia Metal Products, Fullerton, 
Calif., announces the appointment of 
Peter Vogel as sales manager of its 
builder div. 


James H. Hurley Donald W. Pleier Your customers can work in comfort Rolls easily to any spot desired. Just flip 
all winter on the switch for immediate forced hot air. 
¢ buildings under construction Exclusive design eliminates odor, smoke 
. . and visible flame. Burns kerosene, +1 
‘ wrttal , ; . ec g o : - - 
advertising and sales promotion man- — and drying comerete ’ or #2 Diesel or Fuel Oil. Your builder- 
ager of the Masonite Corporation, e warming, thawing, drying materials customers prefer to buy a John Wood 
Chicago. ¢ emergency and temporary product. They’re nationally known for 
heating jobs. dependable quality construction. 
* Appointment of Donald W. Pleirer Rental arrangements also offer big profit potential. 
as the new secretary-manager of the 
Western Red Cedar Lumber Associa- 
1 5ex > £ j ‘ re , 
tion, Seattle, Wash., is announced by Please send me full details on 


Gordon C. Douglas, association pres- 
ident. Name 


_ ; ' Address. 
¢ William C. Giesse has been named 
sales promotion manager of John C. nn 
Virden Co., Cleveland, Ohio. Type of business 


os ees ones diab sion tend ened gen nine de 

* Regal Products Corp., Harrisburg. Circle No. 47 on Handy Cover Card 
Penna., announces the appointment of 
Wallace Friedman as director of mar- 


s 
keting in charge of sales and adver- Announcing— 


tising. 


* Don L. Holmes has been named Pj k e w LD p u 

manager of the newly formed product ic ering L lywood 
information bureau of The Flintkote 
Co., New York City. He assumes the 
new position in addition to continuing 
as advertising manager of the firm’s 
industrial products. 


* James H. Hurley has been named 


JOHN WOOD COMPANY «+ Heater & Tank Division « Conshohocken, Pa. 
Profitable Dealerships 
Portable Heaters 





* Joseph G. Karl has been named 
product manager of the construction 
and farm divison of the Kordite Co., 
Macedon, N. Y. 


Need a Hat, Shirt or Tie? eer | 


Free $25 hats, $10 shirts and $5 Pickering’s New, Modern Plywood Plant Under Construction 


ties are prizes in a national sales con- i : a eas 
test just announced by DeVac, Inc., In the near future, Pickering customers will be able to order “GOLD PLY 

Minneapolis, Minn. Prizes will be White Fir Plywood in straight cars or mixed with our well-known line of 
awarded for the best photographs of Gold Medal” lumber products—Sugar Pine, Ponderosa Pine and White Fir 
DeVac GlassWall installations in eight Pickering’s new ultra-modern plywood plant, now nearing completion, will 
categories: best exterior and best in- have 121,600 sq. ft. of floor area—nearly three acres—and a capacity of 60,- 


terior three-sided as well as_ two- 000,000 sq. ft. of plywood a year. 


sided GlassWall porch; best use of Initial production will be White Fir sheathing plywood. Output will be broad 
GlassWalls on one wall only; most ened during the year to a three-shift basis with a crew of 175 people. 
creative idea using GlassWalls; most eeu s x 

unusual application using GlassWalls; Let us tell you more about Pickering “GOLD PLY 


and the best view through a Glass- 
kr PICKERING LUMBER CORPORATION 


Contest ends Aug. 31. All photos 
entered are to be of 1960 installa- Standard, California (Near Sonora, Calif.) 
tions. First prize of a hat, second MILLS: Pickering Lbr. Corp. Standard, Calif. 
prize of a shirt and third prize of a West Side Ubr. Co. Div Tuolumne, Calif. 
tie will be presented to winners in weet ee il SN sal scat 
each of the eight categories. 
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New Durasan ... the first 
vinyl-surfaced gypsum wallboard ! 


For years it was needed... now it’s here! Gold Bond Durasan is 
a top quality gypsum wallboard with a durable surface of vinyl! 
plastic and all the beauty of the most expensive wall coverings ! 
And it’s completely child-proof! It won’t scuff, crack or chip, 
and can be washed with soap and water. Ideal for homeowners, 
it goes up fast and easy, needs no additional finishing of any 
kind. New Durasan’s five glamorous colors, in a richly textured 
surface, make it a beautiful part of any room in the house. Ask 
your Gold Bond® Representative about new Durasan—or write 


direct to us at Dept. AL-3601 for samples and literature. 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 


a step ahead of tomorrow... egabsa 
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Get all the beauty of Classic-Shake in four new colors! 


There’s a bright new sales appeal in these smart pastel colors, all 
carefully chosen to meet today’s demand for light, springtime 
tones. Cinnamon, Avocado Green, Birch Gray and Bermuda Coral 

they re all weather-protected by Gold Bond’s exclusive 
Plasticrylic Finish, all Permanized to prevent warping. Classic- 
Shake’s deep, rich texture and natural shadow line give a home 
all the beauty of wood shakes without the cost. They ve helped 
make Classic-Shake the sales leader in the siding business. Ask 
your Gold Bond® Representative for free samples and literature, 


or write direct to Dept. AL-3602. 
NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 
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For beautiful built-in silence: New Stardrift Tile 


A dazzling white surface, pleasantly sprinkled with needlepoint 
perforations — that’s what sells the lady of the house on Gold 
Bond’s new Stardrift tile. Acoustical efficiency that absorbs up 
to 75% of household noises that strike it—that’s what sells her 
husband. Add to all this a washable surface that won’t crack, 
chip or peel, and you have a sure-selling wood fibre ceiling tile: 
new Gold Bond Stardrift. Ask your Gold Bond® Representative 
about new Stardrift tile the next time he calls on you. Bettei 
yet, drop us a postcard at Dept. AL-3603 for free samples and 


literature about Stardrift and our other handsome ceiling tiles. 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 
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New compressed package 
Saves you 
10% storage space! 





Now you can put 10% more Gold Bond Mineral Wool Insulation 
in the same warehouse space ! With the new compressed package 
you can stack higher, put more in a row. Neat, tightly filled tubes 
are easier for you and your customers to handle. 

Another plus: each thickness has its own identifying band of 
color on the package identifies at a distance. This speeds up 
order filling because you can take inventory at a glance. 

Ask your Gold Bond® Representative about the other advan- 
tages of Gold Bond Mineral Wool — or write Dept. AL-3604 for 


free samples and literature. 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 
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It’s easy to see why Lufkin’s MezurMatic is the new /eader in 

automatic tape rules. Exciting user advertising. Powerful promo- 

tions. The kind of quality features that reach out and beckon. 

The rigid blade, for instance. The touch-control rewind. The rugged, 

heavy-duty end hook. Quality where it counts with craftsmen. 
So get plenty of backup stock—you’ll need 
it with the automatic tape more customers 


reach for... the Lufkin MezurMatic! 


Theyll be 
looking for it 
on your 
TURNOVER 


TARGET 





Name Change Coming Up? 
How One Dealer Handled It 

Would a change in name help your 
business? 

Many dealers, especially those build- 
ing new stores, face this problem. A 
good many dealers are calling their 
new stores “Home Center” or some- 
thing similar to indicate the wide range 
of new products and services available. 

Hog Island Lumber Co., Philadel- 
phia, decided on a name change last 
year after a two-year study by their 
advertising agency and numerous 
queries among customers, suppliers and 
their own personnel. The 40-year-old 
firm hesitated to change its name since 
Hog Island has been identified with 
ship building and therefore easy to lo- 
cate. 

However, the influx of new residents 
in recent years has altered the area so 
it is better known as the Eastwick sec- 
tion of Philadelphia. The lumber com- 
pany officials decided to adopt the 
name Hilco Lumber Co., using the first 
letter of each word in the original 
name. Hilco continued to carry the 
legend: “Formerly known as Hog Is- 
land Lumber Co.” in its advertising for 
several months after the change. 

Hilco’s four divisions total about 130 
employes. They are: Hilco Builders; 
Hilco Products Corp.; Hilco Lumber 
Co. and Hilco Homes, a prefab oper- 
ation, 


Component Construction Movie 

StT.PAUL, MINN.—To acquaint deal- 
ers and builders with the many advan- 
tages of component prefabrication, 
Wood Conversion Co. has released a 
new 16 mm sound motion picture in 
color, called “Better Homes in Jig- 
Time.” 

Narrated by John Daly, the 30 min- 
ute film shows how the Lu-Re-Co 
(Lumber Dealers Research Council) 
method can help control costs while 
giving the public more comfort and 
quality in homes. 

The movie shows every step in Lu- 
Re-Co yard fabrication and house con- 
struction, from jig tables to erection of 
panels on the job and installation of 
roof trusses. 

Nine prominent lumber dealers ex- 
plain the benefits they have received 
from Lu-Re-Co operations. 

Request to view the movie should be 
made to Wood Conversion Co., First 
National Bank Building, St. Paul, or 
to the firm’s sales representatives. 


Brotherhood Tithe 

For the second successive year, the 
Channel Lumber Co. set aside 10% 
of every sale during Brotherhood 
Week to the church, synagogue or 
charity of the customer’s choice. The 
five-day Brotherhood Tithe Days were 
in effect at all four Channel Lumber 
Co. stores in New Jersey. 

“We feel this is a good way of set- 
ting an example of community good- 
will and brotherhood,” remarked Ben 
Charin, company vice-president. 
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“Mono-Fin'’--New Concept in Doors 


New York—United States Ply- 
wood Corp. researchers have devel- 
oped a radical departure in door de- 
sign. 

Prototypes of the new concept, 
called the Weldwood ‘“Mono-Fin,” 
have been installed in the NAHB Re- 
search House in Lansing, Mich., and 
in seven houses built by a Cleveland 
builder, Bob Schmitt. 

The door, sketched above, has two 
8’ high 3/16” hardwood plywood 
“skins” which are bonded at the out- 
side long edges. Shipped to the job site 
flat in multiple units and completely 
refinished, the Mono-Fin door is 
opened by insertion of an 8’ long part- 
ing member after it has been cut to 
size like a sheet of plywood. 

Mono-Fin multiple units are 4’ x 8’ 


panels which are glue stitched from 
top to bottom at various modular 
widths. From this completely prefin- 
ished 38” panel, which is shipped flat, 
four to a package, can be cut a variety 
of door sizes depending on specifica- 
tion. 

A 4 x 8’ unit can contain (1) three 
16” wide kitchen cabinet doors; (2) 
two 24” wide closet doors or (3) one 
32” wide passage door and one 16” 
wide kitchen cabinet door. 

The door has a thin 386” edge pro- 
file on the adjacent wall surface. It 
blends with matching Weldwood pre- 
finished wall paneling, offering an un- 
broken sweep of hardwood. The 
stressed-skin principle produces a bal- 
anced door with freedom from warp- 
ing. the U.S. Plywood people say. 





Westinghouse to Spend $3 Million 


on Electric Home Promotion 


Cuicaco—Westinghouse Electric 
Corp. will spend $3 million during 
this year on its “total electric home” 
program, Chris J. Witting, vice-presi- 
dent in charge of consumer products 
for the Pittsburgh firm, announced at 
the recent NAHB convention here. 
He said this sum is 20% greater than 
the sum spent on the program’s pro- 
motion in 1959. ; . 

A “total electric home” is one in 
which electricity is the only energy 
source and is used to heat and cool 
the home. 

“Five leading architects were com- 
missioned by Westinghouse to design 
16 ‘total electric homes’, which will 


be built as model homes to demon- 
strate to home buyers that such units 
may be built in any size, style, price 
range or location,” he said. 

Lumber dealers interested in de- 
tailed house plans for the 16 “total 
electric homes” may obtain complete 
details about them by writing to Total 
Electric Home Dept., Westinghouse 
Electric Corp., 3 Gateway Center, 
Pittsburgh 30, Penna. 

There now are approximately 600,- 
000 electrically heated homes in the 
United States, Witting said, and mar- 
ket analysts predict the number will 
reach 700,000 by the end of 1960. 
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(Advertisement) 


NEW PRODUCTS 


COMBINATION 
OVAL STRAP 


6002 
Combination Kit 


A compact unit that can cut strapping costs 
as much as 50% is now available. Combi- 
nation includes oval strapping tool. stationary 
dispenser and oval steel strapping. Write: 
Dept. 54, A. J. Gerrard, 1952 Hawthorne 


Avenue, Melrose Park, Illinois. 
Circle No. 30 on Handy Cover Card 


OVAL STEEL 
STRAPPING 


Save you as much as 50 to 80% on strap- 
ping cost. Oval steel strapping gives you 3 
times more the lineal feet per pound with 
equal tensile strength to other types of strap- 
ping. Write: Dept, 78, A. J. Gerrard, 1952 


Hawthorne Avenue, Melrose Park, Illinois. 
Circle No. 31 on Handy Cover Card 


OVAL STRAPPING 


MACHINES gus, 
\ 
\ an 


Are available in several sizes and styles to 
meet practically every industrial requirement. 
Write: Dept. 93, A. J. Gerrard, 1952 How- 


thorne Avenue, Melrose Park, Illinois. 
Circle No. 32 on Handy Cover Card 
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STRAP AND WIRE 
CUTTER 


Dual purpose cutter—cuts oval strapping, up 
to ¥%,”wide flat strap, as well as 14 gauge and 
‘iner round wire. A valuable tool that quickly 
poys-for-itself in any receiving or shipping 
department. Dept. 41, A. J. Gerrard, 1952 


Hawthorne Avenue, Melrose Park, Illinois. 
Circle No. 33 on Handy Cover Card 
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“FAMOUS NAMES TO GO BUY” hit customers in the eyes at Lehman Lumber Co.'s 


store built of lumber in Opa Locka, Fla. 


Dealer Uses Wood Construction In 
Florida; Spotlights Brand Names 


Opa Lock, FLa.—Departing from 
the typical Florida concrete block and 
stucco architecture, Lehman Lumber 
Company’s new branch yard, not far 
from Miami Beach, uses lumber as 
the principal structural material. 

Douglas fir planking is used for 
exterior walls. Idaho white pine, larch 
and knotty inland cedar are used for 
interior walls of the salesroom. The 
exterior of the salesroom (100 x 60’) 
is natural-finished Douglas fir plank- 
ing with four “Y” type supporting 
roof posts. Two gable-roofed ware- 
houses, each 125’ x 75’, use stag- 
gered planking on either end for 
ventilation. They are painted a bright 
yellow. 

One of the warehouses is stocked 
with finished lumber and _ general 
building materials; rough lumber and 
additional materials are stored in the 
second warehouse. A_ drive-through 
lumber warehouse, which also takes 
motorists by the patio and garden 
shop, is designed to make shopping 
easier. 

To serve the do-it-yourself trade, 
there is a two-story lumber shed with 
seven doors affording entrance to 
stock. Samples of lumber and molding 
are affixed to each door. Nearby is 
a cashier’s window to handle outside 
sales. 

Altogether the separate structures 
occupy about 72,000 square feet. The 
architectural concept gives the im- 
pression of separate buildings, al- 
though several are actually under one 
roof. The business office occupies one 
end of the mezzanine in the salesroom 
while the mezzanine at the opposite 
end is used for display, and for a 
25’ x 25’ room for contract hard- 
ware sales; an adjacent room is used 
for lighting fixtures and light appli- 
ances. 

Lehman operates yards in Miami 
and Miami Beach mainly for con- 
tractors. The new yard has added 
many lines for consumer sales includ- 
ing radio and TV sets; general ap- 
pliances; housewares; wood and metal 
fencing; outdoor living furniture and 


supplies. 
“We feel that by diversifying our 
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lines we can create more sales and 
create a reputation for handling the 
complete job from beginning to end,” 
declared president Harry Lehman 
“Even people who buy the speculative 
homes for which we furnish materials 
need a lot of supplies and household 
items before they move in.” 

A big newspaper promotion drew 
a crowd for the opening. Lehman 
maintains a weekly advertising sched- 
ule. The store is open until 9:30 p.m. 
Monday through Friday and until 


6 p.m. on Saturday and Sunday. 


Jacob Grossman Dies 

Jacob Grossman, 72, vice-chairman 
of the board of directors of L. Gross- 
man Sons, Inc., New England building 
materials firm, died recently at his 
home in Quincy, Mass., after a short 
illness. 

He was born in Russia, the second 
son of the late Louis Grossman, 
founder of Grossman’s building mate- 
rials firm. He came to the United 
States at the age of three, traveling 
with his mother, brother and sister to 
Quincy, where his father had pre- 
ceded him. 

Only last month, he was honored by 
the Massachusetts Retail Lumber Deal- 
ers Association for more than 50 years 
of service to the industry. 


Importers are Happy 

PALM SPRINGS—Outgoing president 
Rainer of the Imported Hardwood 
Plywood Association, Inc., was given 
a standing ovation at the recent an- 
nual meeting of the group. 

The cheers were for his report on 
how the importers successfully de- 
feated the complaint action of alleged 
injury by domestic producers last 
year to the Tariff Commission. The 
Commission denied the domestic in- 
dustry’s complaint. 

Executives from 24 import-export 
firms attended the annual meeting of 
the importers. 

The JHPA traffic committee re- 
ported on its success in obtaining 
simplified rail traffic rates in balance 
with domestic rates. 


Alcoa Seeks Greater Share 
of the Construction Market 
PITTSBURGH, PENNA.—Alumi- 
num Company of America announces 
the formation of a completely new 
building product sales organization. 
“The innovation is designed to accel- 
erate Alcoa’s effort to advance alumi- 
num’s growing acceptance by the 
building industry,” says vice-president 
and general sales manager F. J. Close. 
M. C. Schoetz, formerly manager of 
architectural sales, has been named 
to direct the activity with the title of 
manager of building product sales. As- 
sisting Schoetz will be A. J. Faranda, 
as manager of architectural sales; T. 
J. Lannen, manager of residential 
sales; E. C. Hammond, manager of 
merchant building products; and J. 
M. Vann, Jr., manager of commercial 
and industrial building product sales. 


Firms Expand and Merge 


aegecepenoont: 


Washington Steel Purchase 
Completed by Ekco Products 

Ekco Products Co., Chicago house- 
wares manufacturer, reports the com- 
pletion of an exchange of stock by 
which it acquired Washington Steel 
Products, Inc., Tacoma, Wash., man- 
ufacturer of cabinet and door hard- 
ware and kitchen cabinet attachments. 

Washington Steel, now a subsidiary 
of Ekco, had net earnings of more 
than $500,000 on sales of approxi- 
mately $13 million last year, reports 
Ekco. 


e Vent-A-Hood Co., Dallas, Tex., 
kitchen ventilating equipment manu- 
facturer, plans construction this sum- 
mer of a 75,000 square foot plant 
on a newly-acquired, 44-acre tract in 
Richardson. The company will be oc- 
cupying its new industrial site by the 
end of this year, advises general man- 
ager Miles Woodall. 


e Potlatch Forests, Inc., Lewiston, 
Ida., announces the purchase of a 
sawmill and 27.000 acres of timber- 
land near Larendon, Ark., from 
Woods Lumber Co. of Memphis 
Lumber from the mill will be used at 
Potlatch’s flooring and furniture parts 
factory in Warren, Ark. 


e Control of the 93-year-old Hal- 
lack & Howard Lumber Co., Den- 
ver, Colo., has been acquired by 
Boise (Ida.) Cascade Corp. Announce- 
ment of the acquisition of all of the 
outstanding stock in the Denver firm 
has been made jointly by presidents 
R. V. Hansberger of Boise Cascade 
and F. C. Schmidt of Hallack & 
Howard. H. & H. will continue to op- 
erate under the direction of Schmidt 
and its distribution lines will be ex- 
panded. Boise Cascade operates over 
100 retail lumber and building ma- 
terial outlets in the Pacific-Northwest. 
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VUCLo MERCHANDISER 


ROFITABLE 30NNCHES 
OR SPACE IN YOUR STORE 


WOOD FINISH 


$47.50 DISPLAY UNIT 


Dramatic, modern, eye-catching. A display you'll be 
OA proud to feature. 
"| Revolving, Mirror-smoothy eft-finished wood panels in 
Birch, Knotty Pine, Mahogany, Walnut, Ash and Cherry. 
Mass-displays Deft for BIG SALES impact. 
Gracefully designed. Will not hide other store fixtures 
or merchandise. 








f 
Month after month, Deft Wood Finish is beingfpre- 
d through a tremendous, all-inclusive, advertising 
rogram. NOW, Deft adds a special IMSTORE 
MERCHANDISER to help you cash in on DeftAdvertising 
..A $47.508SNIT THAT COSTS ¥3U NOTHING. 
We know the draftratre-Afavic Circle Merchandiser 
will generate more and bigger Deft sales. 
All Dealers who have MASS-DISPLAYED 
DEFT have seen their sales increase, 
some up to 100%, others as much as 200%. 


Vever so muck profit in suck a omall poor space 
It’s different, it’s unusual. The Magic Circle Merchandiser 
is solidly built of wood and durably finished. It tapers 
neatly from its 30 inch Magic Circle at floor level to the 
eye-catching mobile at the top. This fast selling, high profit 
producing, all-Deft display... it's different, contains no 

slow movers. Take full advantage of Deft’s pre-selling 
advertising by ordering your Magic Circle NOW. You’ll 
quickly discover that it’s the most profitable 30" of floor 
space in your entire store. 


“4 DEALER PROFIT 


Dealer profit on every gal. $3.12-Dealer profit on every qt. $1.04 


White YOu Own ticket New Deft Merchandiser is 
yours FREE with your order of 34 gallons, ANY COMBINATION 
OF SIZES in full cases. (Gallons 4 to a case... other sizes 12 
to a case). The Merchandiser pictured contains 24 gallons, 24 
quarts, 12 pints, 12 half-pints, and 12 16 oz. Aerosol spray cans. 
This assortment is based on average ratio of sizes sold nationally. 


Onder hrom your Debt distriiuter TODAY. 
DESMOND BROS.., Factories: Alliance, Ohio; Torrance, Calif. 


Printed in U.S.A 





what's thee PRICEP 


Top-range prices tended to soften during the past two weeks, 
according to current reports received from dealers, reporting 
In addition, the wide spread between 


their prices to contractors 
w narrower, the dealers’ cur- 


high and low prices seemed to gro 
rent price lists reveal 

Poor weather for building in some areas probably contributed | 
to this slacking off of the top-range prices, although dealers in 
other areas expect good volume and a few say their current busi- 
ness is better than at this time last year. 

Noteworthy is the fact that dealers known to The Editors as 
yards practicing DSC—Dealer Sales Control—appear to be suc 
cessful in getting prices toward the upper level of the current 


price level report 


Current Retail Price Range 


Retail prices to typical one-house contractors, based on current American Lumberman reports received from leading dealers 


Zone | Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 
North Middle South East North East South |West North | West South Mountain 
Atlantic Atlantic Atlantic Central Central Central Central 


High Low High Low High 


Low High Low High Low High Low High Low 
$ $ $ $ $ 


LUMBER: $ $ $ $ $ $ 
Douglas fir 
Dimension 
Std. & Btr. green R/L 2x4 
Std. & Btr. dry R/L 2x4 
Std. & Btr. green R/L 2x10 
Std. & Btr. dry 2x10 R/L 


West Coast Hemlock, White Fir 
Dimension 
Std. & Btr. dry R/L 2x4 
Std. & Btr. dry R/L 2x10 


Western Pines: 
Boards 
No. 2 & Btr. dry 1x8 R/L S45 or shiplop 
No. 3 & Btr. dry R/L 1x8 S45 of shiplap 


Southern Pine 
Dimen sion 


No. 2 & Btr. dry R/L 2x4 
No. 28 Btr. dry R/L 2x) 


Boards 
No. 2 & Btr. dry R/L 1x8 $45 or D & M or 
shiplop 


Hardwood Flooring 


Select Oak 25/32" x 2'"’ Plain sowed 
No. 1 Common Ook 25/32" x 2'."’ Plain sawed 


Interior Softwood Paneling 


No. 2 Ponderosa Pine R/W 


Wood Siding 


Redwood Clear All Heart hevel siding 3/4"" x 
10” 
“A” Cedar bevel siding 3/4"" x 10" 


Wood Shingles 


Cedar shingles 5/2 1 16"" ~ 5X 
PLYWOOD: 


Fir, 1/4" DFPA-AD interior glue 
Fir, 1/4" DFPA-AC exterior glue 
Fir, 3/8" DFPA-CD sheathing interior glue 
Fir, 1/2" DFPA-CD sheathing interior glue 
Fir, 5/8" DFPA-CD sheathing interior glue 


MILLWORK: 
Phil. mahogony (Lavan) flush door 
1-3/8""-2-4x6-8 
Birch flush door 1-3/8"" - 2-4x6-8 
Double hung window unit 2-4x4-6, set up 
glazed weatherstripped and balanced 


BUILDING MATERIALS: 
Outside white paint, first grade 
8d common steel nails 
Mineral wool insulation, full-thick batt 
Ceiling Tile 12x12" 
1/2” insulating building boord 
25/32” insulating sheothing 
3/8" gypsum wallboard 
1/8" tempered hardboard 
215« thick butt osphalt shingles 


70 
130 
80 
120 
5] 
100 


6.90 
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MAILBOX 


To the Editor 


Discounts and Credit Charges 

Starting last November, we started 
giving a 2% cash discount on build- 
ing materials. And we changed our 
credit policy. A service charge of l¢ 
for each $1 is added each month to 
the amount of invoice. All customers 
whose accounts are created by ten- 
ants will be given a 2% cash dis- 
count if postmarked within 10 days 
after date of statement. 

We sent out a notice on this policy 
change. And we have had a lot of 
customers paying cash within 10 days 
lo this date not one customer has 
complained to me direct about carry- 
ing charge. I have had several come 
in and say that they don’t blame me 
for changing the policy. 

Ihe carrying charge that we have 
been adding to the old accounts more 
than offset the 2% cash discounts we 
give 

1 would appreciate if you will let 
me know if the notice of such a 
credit policy change will stand up in 
court 

H. W. Colwill 
Building Material 
Creston, Il. 


A. L.’s Answer 

1s to the legality of your published 
notice, this would need to be passed 
upon by a qualified lawyer. However, 
it does seem to be in line with sim- 
ilar policies we have seen from re- 
tail firms 

The Federal Trade Commission's 
interest is that all discounts or trade 
policies must apply to all customers of 
a certain class and not be discrim- 
inatory to selected customers. Your 
policy seems to pass this qualification. 


Homeowner Workshop 
lo The Editor: 

Thank you for your recognition of 
our “House-in-a-Day” demonstration 
in your February Ist issue. 

We followed our house erection 
with a unique “Homeowners Work- 
shop” under the adult educational 
program of Centralia College. Many 
of these sessions are held in the 
demonstration Lu-Re-Co home which 
we built at our lumberyard. The 
undersigned is the instructor for the 
homeowner course. 

The workshop is a community serv- 
ice course and includes actual work 
with building materials 
George Osborne, Proprietor, 
Northwest Lumber & Millwork Co 
Chehalis, Wash. 


Address your letters to: Mailbox Edi 
tor, American Lumberman & Building 
Products Merchandiser, 59 E. Monroe 
Chicago 3, Ill 





...+ from airplane hangar door equipment to vanishing 
door hardware, R-W offers literally hundreds of top- 
quality standard and specialty hardware products. Some 
you will want to stock because of their fast turn-over 

others you will want to buy only on special customer 


requests. In either case, your R-W Hardware Catalog 


offers you a complete line of ‘'profit-plus" hardware 
specialties ... items that could earn you many dollars 
of “added-profits” each year 


Richards-Wilcox 


MANUFACTURING COMPANY 
Write today for your 
free copy of Catalog A HANGER FOR ANY DOOR THAT SLIDES 
No. A-400 226 W.THIRD ST.* AURORA, ILL. * Branches in all Principal Cities 
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seats 


Weldwood Wo g Finishes Center 


Ld 
RODUCTS TO PRESERVE AND + ENHANCE THE BtauTY oF wooo 


SELECTOR GUIDE for WELDWOOD FINISHES <otseecem wine 


Lane OS Simian 
iy 


8% 


PROFIT 








NEW WELDWOOD WOOD FINISHES CENTERS 


with Self-Service Selector Guide are compact, permanent profit 
boosters. They come in two styles (above fixture endorsed by 
NRHA) that stock your customers’ entire wood finishing needs in Don't miss this introductory offer! 
one handy place Evye-catching Selector Guide of 40 real wood You get 58% profit on your initial 
samples makes it easy for customers to make the right choice of * stock. Contact your Weldwood” rep- 


WEL DWO O D wO O D FI N | SHE S resentative, jobber, or write direct. 


Products of | OOD, Dept. Al 
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Aluminium Limited announces... | 


A new spring promotion 
to Increase your 


Aluminum product sales! 


1, National advertising—sights you in on 60,000,000 readers ... 
2/3 of your homeowner prospects—will increase demand and 
interest in the aluminum products you sell. 


2. Plus, an exciting new, 36-page booklet written and illustrated as 
a practical, hard-working sales tool ... personalized for dealer use. 


Read how you can make an immediate 
tie-in to both parts of the program. 
Here's sales he Ip where it counts eee 
right at the retail level 
ated to seek out homeowners near you 


a Campaign cre- 


whoare interested in aluminum products 
In big, full-color spread advertise- 
ments in THe SATURDAY EVENING Post 
. Berrer HoMeEs & GARDENS and THE 
\MERICAN Home the campaign features 
your fast-moving Spring items—alumi- 
num building products. 


Again—as in Aluminium’s Fall promo- 


tion which drew more than one hundred 
thousand inquiries from every part of 
the nation—there is an attractive booklet 
offer. This time 


be Tt klet 


Living 


36-page 


to Better 


al by ind new 
“Homeowners Guide 
with Aluminum.” 


The booklet has been prepare dl espe 
cially for your promotional use at the 
Written in an interest 


ted 


consumer level 
ing editorial stvle, beautifully illustra 
it’s a sales tool vou will be proud to 


it tor more ettective 
As an atten 


' 1 ! 
tion getter! Door opener! Mailing piece 


You can UusS¢ 


Zé d S¢ lling. 


use 


more pe rs mali 


} 
\ professionally conceived promotion 


for give-awav at the point f sale! 


p1lece 
pl 


ask ] ow 


of this valuable nev 


Send the today 


vou can get <« 


booklet. We'll 


} 
he ple ase dl to 


oupon 


Ip Ie S 


1 
send vou ill the 


details. 


SEND COUPON TODAY...FOR FACTS ON NEW BOOKLET OFFER 
AND NEW SPRING PROMOTION KIT. 
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ALL PURPOSE 


GUN 
TACKER 


USES 6 
DIFFERENT 
STAPLE 
SIZES: 4 14.U 


5/16"% us 
3/8” f* 
1/2” fs 


9/16") i )' Re rwow' te 


’ GENTE STAPLES 


l 
Ceiltile @ Unique leg design drives flush, holds tight! 


Flange is never fractured . 


| ' 
POWERFUL! 


SHOOTS A STAPLE 
WHEREVER YOU'D DRIVE A NAIL! 


10 TUMES FASTER! 


List: 
$12.50 


ESPECIALLY DESIGNED FOR CEILING TILE STAPLING 


CEILTILE penetrates perfectly! 


@ Special cement coating provides tremendous holding power! 


Tested and Approved by 
Major Ceiling Tile Manufacturers: 


wo. MPS OZ 


HEAVY DUTY 


HAMMER 
TACKER 


LOADS 2 FULL STRIPS 
(170) T-50 STAPLES IN 
1/4", 5/16”, 3/8” and 1/2” SIZES 


SO PERFECTLY BALANCED YOU CAN 


Armstrong 


and 


CELOTEX 
INSULITE 


other 
leading 
manufacturers. 


oot” VAS 77 


HAMMERS STAPLE HOME 
WITH EACH BLOW! 


List: 
$16.50 


STAPLE FOR HOURS WITHOUT STRAIN! 


Dealers everywhere are cashing in on the tremendous con- 
sumer acceptance of ARROW Automatic STAPLE TACK- 
ERS. They have a// the built-in quality features that add 
up to a long life of smooth, trouble-free performance: a/l- 
steel construction — high carbon steel working parts — 
precision-locked, No wonder these 
basic fastening tools are preferred by professional contractors 
and do-it-yourselfers alike! 

And Arrow’s year ‘round advertising in 


jam-proof mechanism. 


Life. Saturday 


SOLD ONLY THROUGH THE TRADE 
ARROW FASTENER COMPANY, INC. 


Circle No. 58 on Handy Cover Card 


Evening Post, Better Homes & Gardens, Popular Mechanics, 
Popular Science, Mechanics Illustrated, Family Handyman, 
Week and 40 INDUSTRIAL MAGAZINES .. . 
keeps constantly reminding your prospects how versatile 
ARROW Automatic STAPLE TACKERS save time, labor 
and money on 1001 heavy duty nailing jobs. Good reasons 
why you Meee stock and sell ARROW .. . the dependable 
line that helps build related items sales as well as repeat 


Business 


staple business for you! 


In stock at leading wholesalers 


ONE JUNIUS STREET * BROOKLYN 12, N.Y 
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” Prefinished 
Oak in 


POPULAR NEW 


_— Crestwood Floor 


FOR REMODELERS 


It's PRE-finished by famous BRUCE Process 


Beautiful, durable finish 
Easily installed—tongued and grooved SS FREE 
Nails included in carton | a yy <)S Display Panel 


This attractive counter or 


Packaged for easy handling \ a wedon Castes teulty eal 


Crestwood. Actual panel of 


Requires no sanding or finishing 
flooring with colorful sign 
Simple to figure and price the story. Display fur 


ed free with initia 


Priced to compete with resilient coverings ES order for 1000 ft. or more 


Leads to sale of other remodeling products 


It’s PRE-sold by advertising in national magazines 


Bruce NAILRITE My 11. BRUCE Co. 


1622 Thomas St 


makes it easy to lay escheat 
Crestwood Flooring . 


This unique tool fits tongue 
edge of Crestwood, protects Nume 
face of Hooring, and prevents 
splitting of tongue. Makes it Company 
easy to position nail at proper 
angle and set to right depth. Address initiate ai 
Circle No. 59 on Handy Cover Card 


Send complete information on Crestwood Flooring to: 
I 





How to get more homemakers into new kitchens 


New kitchens, bathrooms, garages, heating plants, 
dormers, even swimming pools. With Universal C.I.T. 
Property Improvement Plan you can make old homes 
into new. Best of all, you can build sales in two fast 
steps. With C.I.T. all you do is: (1) estimate, and (2) 
close the sale by quoting low monthly payments. 


With the C.I.T. plan you are backed by 50 years of 


experience serving the consumer. Your prospects pay 
nothing down—except 10% on swimming pools . . 
take up to 60 months to repay. What’s more, they get 
the extra benefit of Group Credit Life Insurance—up 
to $10,000f on the unpaid balance.* 


C.1.T., the nation’s /argest independent finance com- 
pany has served seventeen million families. 400 offices, 
coast-to-coast, assure you of fast, dependable service. 
Find out how you can increase sales and profits with 
the C.I.T. Property Improvement Plan. Cail your local 
Universal C.I.T. representative for details today. Look 
him up in your local telephone directory or write: 
Universal C.I.T. 
Avenue, New York 22, N.Y. 


Credit Corporation, 650 Madison 


*Except Arkansas, where level term insurance is optional. 


tin Florida, maximum is $5,000. 


Property Improvement Plan 
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... with BROWN’S Stysercedat closet lining 


Keep your fingers on the profit pulse .. . with Brown’s 
SUPERCEDAR closet lining. Tongue and grooved and end matched, 
Brown’s SUPERCEDAR is available in five face widths in 
1 and 8 foot bundles. Your customers will love how easy it is 
to install a cedar-lined closet... with Brown’s SUPERCEDAR 
You’ll love the way Brown’s SUPERCEDAR pushes 
sales... with greater profits for you. 
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) 















gn BROWN 
mS AD Gentlemen 
no COM PAN Y¥ inc Please send me your tolder on Brown's SUPERCEDAR 
an” Lae a> aS NAME 
CS ES Super 
~ ie cea |” 
~ ~ em : 
icge — ; CLOSET LINING 
GREENSBOR N.C Erne ( 9 
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HINES ALLWOOD STRIBORD 


4's richest 


HINES ALLWOOD PLAIN HEATHERBORD 
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ALLWOOD HARDBOARD 


...and they cost barely more than ordinary hardboard! 
Easy to work. Can’t split, splinter or crack. Gives 
handsome effects not possible with any other material 
and costs less than many good wallpapers. Use it for 
panelling, built-ins, gable ends, storage walls. Send 


for free samples and see for yourself how handily these 








Hines Allwood Hardboard decorative panellings offer 
builders new possibilities for adding customer appeal 


to building and remodeling projects at low cost. Choice 
of 10 decorator surfaces in a selection of sizes and thick- 


nesses, standard or tempered. Hines Allwood Hard- 
board takes paint beautifully without sanding or filling. 


iP _ : : c | | 
* d . ihe yh 
* ’ t 2 
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attractive materials can fit into your plans 
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HINES ALLWOOD HEATHER PLANKBORD 


HINES ALLWOOD SHOBORD 


w a classic decor ’ ; ; ssing 


jives 


extra 


HINES ALLWOOD WEAVBORD 


fancy finish 


DECORATIVE PANELLINGS! 


Now—an engineered siding that's dimensionally stable 
HINES ALLWOOD ALLWEATHER SIDING 


Another Hines exclusive—tempered hardboard siding that’s 
tightly laminated to a tough veneer cross-ply and a lumber 
core to combine the advantages of hardboard, plywood and 
solid wood. Minimizes expansion and contraction. Cuts both 
material and labor costs as much as 20%. Rabbeted lower 
edge makes it self-aligning. One man can put it up easily 
without wedges or furring strips. Standard 8’ length cuts 
waste, 12” width gives greater coverage and attractive 
modern appearance. Takes less paint, holds it better. Re- 
sists abrasion and hammer dents. Won't split, sliver, check 
or buckle. Sealed against insects and decay. Sold nationally 
in protective package, 
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Just call or write the man from 


HINES 


Edward Hines Lumber Co. 


Sawmills at Hines, Westfir, Dee & Bates, Orege 


Dther plants. plywood, Westfir; hardboard, Dee 


miiiwork, Baker & Hines, Oregon. Engineering & 


Hood River, Oregon. 


evelopment Vivision 


Edward Hines Lumber Co., 
200 S. Michigan Ave., Chicago 4, Ill 


Send 
for 
actual 
samples 
today 


Please send me complete information and samples of: 


Name 

Company 

Address 

City 

40 on Handy 
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Cover 


Hines Allwood 
Allweather 
Siding 


Hines Allwood 
Hordboord 
decorative 
panellings 


Both new 
products 
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PLENTY OF GLAMOUR surrounded the four-day red tag sale 
promoted by E. J. Stanton Lumber Co., Los Angeles. Purpose 
of the sale was to reduce inventory prior to moving to new 
headquarters. ‘‘Miss Stanton Lumber" in the shape of Diane 
Weber is flanked by vice-presidents Roy Stanton, Jr. and Stan 
Swafford. 


cad . 

BARGAIN TABLE is a permanent fixture in the Stahlman Lum 
ber Co., Houston, Tex. A check showed that one of every two 
customers stops to inspect the sale merchandise. 


MYSTERY GRAB BAG created interest and sales at Houston's 
Whipple Lumber Co. ‘All you can grab in one hand for 50¢ 
says sign. Mostly discontinued paints in the barrel. 


SALES 
IDEAS 
THAT 
PAY OFF 


How dealers move 


excess inventory 


VERYBODY LOVES A BARGAIN. And_ bargain 

sales can be very profitable affairs if they are run 
right. They can clean the bins for new materials and lines 

That means plenty of razzle-dazzle promotion—dra 
matic newspaper ads, mystery buildup, red-hot specials 
off-beat merchandise, all presented in an atmosphere that 
breathes excitement 

Proof that bargain sales can be profitable is seen in the 
big annual sale run by the Rutland Lumber Co., Albany, 
N. Y., the past two years This is a One-day sale (Saturday) 
held in the fall. It draws so many people that it’s necessary 
to call out the police to control traffic 

One of Rutland’s sales pulled over 3,000 people, who 
bought $15,000 worth of merchandise. Over $4,000 worth 
of special merchandise was purchased for this sale, includ- 
ing doors, ceiling tile and floor tile, the three hottest sale 
items. Several picture windows were sold and unpainted 
furniture sold exceptionally well 

Most of the merchandise is displayed in Rutland’s ware- 
house store (100° x 200’), where lumber, plywood and 
bulky merchandise is merchandised the year-around; but 
sale items are also shown in the main display room (60° 
x 60°) and in the garden shop to keep traffic moving and 
achieve maximum exposure to everything Rutland offers 

Iwo cash registers were set up in the warehouse and a 
third register was planned for the next sale. Six extra 
salesmen were hired for the day. A $5 minimum purchase 
was required for deliveries. Although many customers took 
merchandise with them, over 100 deliveries were made the 
next business day and 80 the day following 

Two special sales. Inventory and year-end sales, dealers 
say, are two of their best promotions. In Denver, Wood's 
run an annual “Year-End Sale.” The results of these sales 
are carefully analyzed to determine the best sellers; other 





items are excluded, theoretically giving the firm a list of 
100% movers. 

“True, there are some items that do not move in any 
great quantity,” admits Robert F. Woods, “such as the 
three-piece bath set, but these items often spur a custome! 
into remodeling the bathroom, resulting in the sale of 
additional tile, windows and other materials. In fact, only 
25% of our volume is directly attributable to our adver- 
tised items.” 

Wood’s is among the dealers who attempt to key sales 
to remodeling. The Denver firm holds a “Finish Your 
Basement Sale” every February, featuring merchandise to 
complete an unfinished basement. Dealers say paneling is 
a good Saturday-only sales item. Manager George Busler 
of Johnson Cashway, Minneapolis, buys paneling especial- 
ly for such sales. 

Although sales can be held for most any reason—Hallo- 
ween, Clean-up Special, White Elephant Sale, Odd-Items 
Clearance, dealers say timing can be important. That is 
why president Heitz, Heitz Lumber Co., St. Louis, uses 
monthly sales, timed to the 15th of the month payroll, 
running ads in the neighborhood papers right after this 
payday 

“We feel that timing, along with price, is most impor 
tant,” says L. W. Johnson, president of the Johnson Cash 
way Lumber Co., Omaha. “If a sale is timely, things will 
move. In the fall, special items bought for sales include 
rough boards for corn cribs, paint products and rose 
trellises in the spring and picnic tables in the summer. We 
give these a 60-day shot with the sales merchandise 
usually up front.” 

Grossman's, a New England line yard organization and 
Hechinger’s with yards in the Washington, D. C. area, have 
found holidays an ideal time for sales. They find a lot of 
people are looking for something to do on the Fourth of 
July and Labor Day, for example, and their sales on these 
days have been successful. Hechinger’s has carried this 
idea further with a Halloween sale. Bright orange tags are 


(continued on next page) 


eS 


WAREHOUSE SALES ROOM is scene of big one-day sale 
staged annually by Rutland Lumber Co., Albany, N.Y., but 
many items are also displayed outdoors, in the main show 
room and garden shop 


BARGAIN BUGGY is used to sell odds-and-ends by Indepen 
dent Lumber Co., Sioux Falls, S. D. The buggy is wheeled to 
the street to attract traffic. Customers are also permitted to 
sell items, thus creating good will, says owner Hugh Robinson 


see SPECIAL OT 


BIG BARGAIN BUYS of the week are 
posted in conspicuous places around the 
premises of Joseph Lumber Co., Chicago. 


BARGAIN BINS, especially the 98¢ table, are featured by hundreds of dealers. 
The ‘Special 97¢"' display is found at Standard Lumber & Hardware Co., Denver. 
It's built on castors, but the best spot, according to co-owner Scavo, is near the 


cashier's desk. Bargain tables at Forrest Lumber Co., Lubbock, Tex., feature 49¢ 


and 98¢ items. 
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PAINT SPECIALS 




















_ Se ke 
BIG BARGAINS from 8 a.m. to 5 p.m. on Saturday only by 


Albany, N.Y., dealer. Plywood and insulation items were cut 
10% for cash. 





BIG BARGAINS 


(begins on page 46) 





used to identify sale merchandise and display windows are 
dressed up in sprightly style. 

Romney Lumber & Hardware Co., Salt Lake City, uses 
two or three special items as sale traffic builders. Special 
areas both in the yard and store are set aside when they 
want to move certain items. No special items are pur- 
chased. 

“People are funny,” said Melbourne Romney, Sr., “but 
things ‘on special’ don’t move as fast as those ‘on sale.’ 
During a remodeling sale, we sold all kinds of items, even 
a clock on the wall, in fact we sold four of them after 
replacing each one sold. We sold soap dishes in our 
private rest rooms, even an Office desk.” 

Romney's uses radio, TV, display newspaper ads and 
store banners to build traffic and create excitement. Hot 
dogs and soda pop are given away. Booths are set up 
in front of the store and rented to manufacturers’ re- 
presentatives. 

Unit sale higher. It is the impulse purchases more than 


How to Run a Sale 


Offer a wide variety of merchandise and plenty of it 
Tag and price every item to be sold 


Pick two or three items of exceptional value and feature 
them 


Start promotion early—newspapers, hand bills and store 
banners 


Advertise each sale as final 
State how long sale will last 
Select some items for do-it-yourself customers 


Scatter sale items throughout the store 


March 14 


3 DAYS ONLY 
OPEN THURS. ond FRI. 
UNTIL 9 p.m. 
SATURDAY 7:30 105.307 


Here Comes GROSSMAN’S 


ANY ITEM 
IN THIS SECTION RAIN COATS. 
FOR ONLY BOS + GIRLS ADULTS 4 


4H1-Fl RECORDS 1 


FREY fs . rte eae 
Conn ot an00e 

1. OwsT MOPS 
COMBINATION WINDOW we Wasi C8ASKETS 
¢ MALY PANS 


5 As BIROPOM Arey 











FOR ATS WALL 














Leet ini 4 


DOLLAR DAYS or a ‘3-day buck bonanza" promoted by 
Grossman's, a New England lineyard organization in this 
full-page ad 


the sale item itself that make many bargain sales profitable 
Louis Nathan of Rose Bros. Co., Cincinnati, points out 
that do-it-vourself buyers, who are considering a remodel- 
ing job are likely to ‘go all the way’ if one of the major 
products needed is offered bargain-priced. 

Jerome Grunthalt, owner, Good Lumber & Millwork 
Co., Philadelphia, says every time he advertises a special, 
allied items sell fast, too. 

“For instance, with the special on ceiling tile, customers 
are buying furring strips and molding to trim it out and 
very often they buy wallboard. One time we had a sale on 
hardboard at 244 ¢ a square foot. The normal price is around 
6¢. Practically everything allied with hardboard moved 
fast as the result of the special.” 

About 50% of his sales customers also buy something 
else, estimates Howland Boyer, president, Boyer Lumber 
Co., Omaha. This figure was checked accurately on an 
electric fry pan sale on which a 1% profit was made, also 
a corn popper special. Customers who buy merchandise 
displayed outside the store must come inside to pay their 
ticket, thereby exposing themselves to more items 

In Atlanta, Ga., the Anderson-McGriff Co. usually holds 
a two-week “Inventory Clearance” at the end of the year 
Sale items are listed on a blackboard, says general man- 
ager Donald G. Maffett, and printed notices of sale items 
are inserted with statements. Sales personnel are given an 
extra incentive for moving sale items. 

Owner Miles McDermott of Dixie Lumber Co., Houston, 
tells of a $180 plywood sale that resulted from a customer! 
who responded to a week-end sale ad for a few pieces of 
steel rod. 

“We believe so strongly in the pull of a sale that we 
never miss a week end,” declared McDermott. “At one 
time or another, we've had every item we sell included in 
these week-end ads.’ 

K. L. Giese, owner, Angleton (Tex.) Lumber Co. made 
this comment. “I’m in favor of most any stunt that will 
bring in customers and expose them to this big-ticket 
merchandise. I never think about running a sale without 
remembering the man who came in for a couple of paint 
brushes on sale and his wife bought $1,200 worth of 
appliances at the same time!” 

Bargains to contractors. Another Texas firm, the Secur- 
ity Lumber Co., Houston, deals mainly with contractors 
Secretary Van Williams takes a different approach to 
special sales 
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“ERB'S. JAN. “SAVE MORE WITH COUPON” ‘SALE 
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NOW — SELECT KNOTTY PINE TOY BOX 


Beoutitul Mowided Edge Pattern Large 18° 430 
At Papsies 
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THIS WEEK END 
eeeeeeeene 
GIVE TOUR DOG 
A NEW HOME 





W.P. SHELVING 


TOWLET SEATS 











COUPON SALE offers customers special prices if they bring 
newspaper clipping with them. The firm is Erb Lumber, Royal 
Oak, Mich. 


CLEARANCE SALE is a favorite of many dealers, such as 
Chandler's in Van Nuys, Calif. This ad occupied full page. 





YEAR END SALE! 


Lookin’ For Lumber? Mead For The Woods 


Name Your Sale 


Anniversary sale 
Red tag sale 
Auction sale 
Week-end sale 
Saturday Only sale 
One night sale—5:30 to 9 
Holiday sales (Fourth of July, 
etc.) 

Pre-inventory sale 

Dollar Day sale 

Store manager's sale 


Cats-and-dogs sale 


2.6 
Pe Coupon sale (clip newspaper 
: 9 ad) 





Three Piece Bath Set Finish-your-basement sale 


nS WOODS]. 


$379. 
< y « 
ir) Monthly sale PLENTY OF FREE PARKING 


White elephant sale 

FOUR-PAGE FLYER is used to promote 
3-day remodeling sale by Pinellas Park 
(Fla.) Builders Supply. 











YEAR-END SALE by Wood's in Denver 
is made up exclusively of sale items that 
have sold best in previous years. 


Fix-up sale 


Open house sale 











“Every day is sale day and this isn’t just a heroic motto,” once a year to get rid of cats and dogs. Manager Glenn | 
declares Van Williams. “All our sale advertising is done by Hannah offers a valuable gift like a work bench or step 
direct mail and by salesmen who pass the word around ladder with each purchase of $200 or more. Only items 
About every six weeks we send out a sales letter. The that are considered “dead merchandise” are placed on 
first page is semi-personal with strong emphasis on listed sale. Items are priced to move. Purpose of the sale is to 
net prices. Many of our free builder services are stressed convert dead inventory into ready cash. Although Hannah 
The second page lists sale merchandise, slow-sellers and helds his sale in November, it might just as well or better 


overstock.” 

Stahlman Lumber Co., Houston, came up with a fresh 
sales twist. In order to clear hardware items, manage! 
Andy Cole set up a scale and customers bought by the 
pound. 

Gary (Ind.) Lumber Co. runs a week-long red tag sale 


be held in the spring, he says 

Texas dealer McDermott just about summarizes the 
ingredients of a successful sale: 

“There's nothing that attracts customers like giving them 
merchandise they think is worth about twice as much as 
vou're asking for it!” 
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@ Reflect more than 70% of radiant heat! @ Reduce under-roof temperatures 15°! 


upper rooms as much as 10 to 15 degrees cooler 


Here’s a big new sales opportunity for you! New 


Barrett Asphalt Aluminum Roof Coatings. Sell 
them as the best way to protect roofs against all 
kinds of weather and temperature, rust and cor- 
rosion. T show they become even brighter 
with the passage of time! 

These new coatings reflect better than 70 per- 


cent of radiant heat that hits the roof. Keep 


DISTRICT SALES OFFICES 
CHARLOTTE, N 
Morheand 


6 UOr € 
PHILADELPHIA 4€ 


BARRETT DIVISION 


on a 90 degree day. In winter, tend to cut down 
radiated heat lost through the roof. 

Barrett Aluminum Roof Coatings reflect heat 
best because they have the highest concentration 
of aluminum pigment. Call your Barrett repre- 
sentative for more information about this leader 


in the new front line of protective coatings. 


llied 
hemical 


MINN.-764 Vandalia ai : 40 Rector Street, New York G, N. Y. 
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IF YOU STOCK 7 
Se ee AS 


moved $3,000 worth of odds and ends on a cash-and-carry 
basis in less than four hours. 
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elight, $87.00 Va $9.95 such Dealers must stock and 
a eae sell Goldblatt Tools, the 
preferred trowel-trades line 
AD IN TWO LOCAL PAPERS night before the sale. It was the since 1885. If you do not 
only newspaper promotion. Thirty items of millwork, carpeting aet the Goldblatt Dealer 
wood paneling, plastic wall tile, floor tile, hardware and Cc 








Catalog, write for your Free 
paints were listed with prices. a so ' 
; ‘ : F . copy today! Well send it 


One-Night Sale Moves out ot once 
$3,000 of Odds-and-Ends IN CERTAIN AREAS, 


Nh 
Lumber Co., Naperville, Ill 


yj ~ 
RST NOW 
This second annual rummage sale staged by the firm 
ittracted around 1,000 people out of the town’s popula SELLS THROUGH 


tion of 10,000, estimates president Harold E. Moser. Sale i 
hours were 5:30 to 9. By 8:30 nearly all items, excepting KEY JOBBERS! 
odd sized windows, had been sold 
All items were marked below cost. some as low as 50% ; 7 We have appoir 
Most of the sales were under $10 and some were as low as 
25¢. The largest sale was $164. All sales were strictly cash 
with no exchanges or refunds 
Advertising was limited to one-shot ads the day betore 
the sale in two loce! newspapers : 
“We found that Naperville people do read the ads, of the Jobber 
Moser said, and we also found that people recoxznize a your store 
bargain when they see one.” 
Largest dollar volume was in wall paneling, which was JOBBERS: Write us if 
snapped up at bargain prices by homeowners finishing off 
basements. There was also a brisk volume sale of paints 
and brushes 










A 3'2 hour night sale brought in $3,000 for the Moser 



















carrying swift-serv 
bers on both c 
Jobber appointm 


pending. Write 


you 
are interested in the Gold- 
blatt Tool line for your area 

The success of the sale, which Moser plans to make an 
annual event, was due, he feels, to preliminary planning 
which eliminated all confusion. Two days before the sale 
the paved yard was laid out and instructions were issued 
to all employes handling the sale 

Harry Lehman, sales coordinator and vice-president 


said: “All items were clearly marked and the customer 

simply picked out what he wanted and paid the cashier ; 

Bulky items were delivered the same night. If it had rained 1930 WALNUT STREET 
the Friday night sale would have been held Saturday 8& KANSAS CITY 41, MO. 


until noon. “Ninety percent of the items we offered were 
taking up valuable space and tied up capital that could be 
put to better use,” Moser said 
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5 NEW FROM KAISER ALUMINUM 


TWIN-RIB ESioIne 
LOWEST COST ALUMINUM ROOFING MADE 


FIRST ALUMINUM ROOFING 
DESIGNED FOR RE-ROOFING AND SIDING 


| AVAILABLE NOW! 
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the ideal companion for Diamond-Rib roofing 
* Trademarks Kaiser Aluminum & Chemical Corp. 
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For re-roofing and re-siding, Twin-Rib for economy... 
new construction, Diamond-Rib for strength. New Twin- 


Rib is also ideal for use with Diamond-Rib—as low-cost 


DIAMOND-RIB* FOR STRENGTH ... TWIN-RIB FOR ECONOMY 
siding for pole type and steel frame buildings. 


Twin 


rib 
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SELLS FOR LESS! 
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tight eaves, end laps and ridges. 
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& Chemical Sales, Inc., 


ilable now! Contact your 
distributor or sales repre- 
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Kaiser Aluminum Twin-Rib and Diamond- 


Rib roofing and siding and a complete line of 
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Kaiser Alu 
Building Products Sales Dept., Kaiser Center, 


Provides 48 inch net coverage after lapping. 
300 Lakeside Drive, Oakland 12 
TWIN-RIB COSTS LESS 


With Twin-Rib, side lap metal loss is less than 


with any other metal roofing. 
snug fit as a nail is driven down tight. Note the 


flat corrugation for easy nailing. 


Twin-Rib Is Long And Wide: 14 and 16 foot 
lengths are standard. 6 to 12 foot lengths too! 
Twin-Rib Side Laps Are Tight 

sentative. Don’t delay, order today! 


Twin-Rib Is Easy To Nail 


Kaiser Alu 


brea 


2, STORY FRAME BENTS were moved into place by 


* 


crane after assembly on ground. Frames, spaced 8’ 
0.c., consist of three-member H columns and a 6x20 


timber cross beam. 


WOOD AND GLASS and stone for two structural walls are the principal materials seen in 
the new Broad Ripple Lumber Co. store and office building. Entrance is either from the 
parking area, rear, or via ramp on street side. 


Store Designed for Contractors 


INDIANAPOLIS, IND. 

IVE US maximum usable floor 

space in as little ground area as 
possible.” 

That was the instruction to architect 
James N. Lindenberger* by the man- 
agement of Broad Ripple Lumber Co., 
a firm whose main business comes 
from contractors. The result is an 


*Architectural consultant to American Lum- 
berman & Building Product Merchandiser. 


54 


Tri-level building gives dealer lots 
room in limited area. 


attractive three-story structure which 
combines the firm’s general offices 
with building product displays. 

Total usable floor space is about 
6,600 square feet. Products are dis- 
played on the lower level and on the 
main floor. The second floor, which 
can be reached from outside by a 
private entrance, is occupied by the 
general offices. 

Construction costs were under $15 


of 


per square foot. With the exception 
of two structural walls of stone, the 
principal materials are lumber and 
glass. Some of the glass area is 17 
feet high. 

The entire structure is weather-con- 
ditioned for maximum comfort. Sum- 
mer cooling is achieved with a 20-ton 
compressor, aided by green-tinted 
heat-absorbing glass on the southwest 
exposure, cutting radiant heat from 
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the sun by a third. By taking advan- 
tage of the winter sun, heating cost in 
December, January and February of 
last year came to only $135 per 
month.: 

Lumber in use. Basic structural sup- 
port is by heavy wood timbers form- 
ing a column-beam column structural 
bent. Vertical members were made on 
the job by gluing and nailing 4.x 12’s 
as flange members onto either side of 
a 4 x 6 as a web section. The web 
between two flanges form, in effect, 
an “H” column. 

With these vertical column members 
lying on the ground, 6 x 20 wood 
timbers were bolted on to serve as the 
horizontals; then each inverted U as- 
sembly or bent was lifted, bolted to 
foundation plates and tied together 
across the top. 

Floor-supporting beams were then 
bolted into place in pre-drilled holes. 
Actually, the techniques used for 
Broad Ripple follows steel beam con- 
struction methods more closely than 
wood and is the subject for a technical 
paper in a forthcoming engineering 
publication. 

With 95% of their business with 
contractor customers, Broad Ripple 
management look to the new building 
as a major sales tool. M. H. Slosson, 
retail sales manager, defines the pur- 
pose of the building this way: 

“In Indianapolis, we have many 
building product specialists—the kitch- 
en specialist, the flooring specialist, the 
hardware specialist, for example. Con- 
tractors don’t like to send their clients 

(continued on page 56) 








SPIRAL STAIRCASE allows quick access from parking lot to of- 
fice area on second floor without going through main showroom. 


? i 


OFFICE AND CONFERENCE AREA 
on second floor guarantees privacy 
as shown above and at left. Com- 
plete kitchen is located behind 
folding door. 
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STORE FOR CONTRACTOR 


(begins on page 54) 





all over town to select patterns and 
colors. Eventually we will invite the 

best of these specialists to set up dis- 

plays and make their headquarters 

here.” 

DSC dealers. Top management, 
J. S. Dawson and Robert Dawson, are 
active exponents of DSC—Dealer 
Sales Control. They provide building 
sites for contractors. Slosson says their 
yard was the first one in the area to 
use outside salesmen and the first to 
offer drafting service. 

The Dawsons began business as 
home builders in 1946. They set up 
their own building supply firm in 1952 
and started selling to other builders 
in 1956. About 95% of the yard’s 
$142 million annual volume goes to 
other contractors and 5% to Dawson's 
own houses. In terms of house sales: 
231 house jobs to contractors, eight 
house jobs to Dawson’s own company, 
as of mid-September last year. 

What's the outlook at Broad Ripple? 

“We look for a big sales volume in 
1960,” says Slosson. “And with our 
new facilities, We can easily switch to CENTRAL ORDER DESK is off to one side, yet permits view of entire store area at 
either cash-and-carry or to big ticket Broad Ripple Lumber Co., Indianapolis. 
home improvement sales if we have 
to.” 





es APPEAL!! 


For Builders 
and 
Consumers! 


New! Unique! A real profit 
builder! 

Consumers will go for its 
simple installation (30 sec- 
onds), and beauty of ap- 
pearance. 

Builders will appreciate the 
economies to be had _ by 
using this door for closet 
openings. 


| Colouin vate 
FABRIC DOOR 


installed in 30 seconds! D cvogest "SCOTCH" BRAND Meshing 


Tape with every paint sale. 











For complete details see your distributor or write 


THE COLUMBIA MILLS, INC. Misnccora Aapmime ane Afnovracroniwe coursar 2M 





368 S. WARREN STREET SYRACUSE 1, NEW YORK ... WHERE RESEARCH 1S THE KEY TO TOMORROW 
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busiest 
If it’s action you want, stock Southwest... 
order de sk the “Friendly Indian” brand that literally sells 


itself. It’s clean, well manufactured... quality 

© n all the way, and looks the part. Selling South- 

I west “Friendly Indian” brand is more than de- 
town! livering immediate satisfaction — it’s building 
bad a foundation for repeat business year after year. 

Stock it and find out. Modern mills now pro- 

ducing Ponderosa Pine, Douglas Fir, White Fir, 


Southern Yellow Pine and Hardwoods. 





{Southwest 
“FRIENDLY INDIAN” 
LUMBER 

IS THE 

ACTION BRAND! 


ALpine 8-4811 TWX PX 495 


Eastern Region Sales Office: 1355S. LaSalle St. «¢ Chicago, Illinois 
DEarborn 2-3595 TWX CG 3001 


Mills: Flagstaff, Arizona «© McNary, Arizona « Corrigan, Texas 








Contact your Southwest representative or write 
3 General Sales Office: P.O. Box 908 © Phoenix, Arizona 


{\fouthwest 


FOREST INDUSTRIES, INC. 
Manufacturers and Distributors of Quality Wood and Paper Products 
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TRACTOR WITH 6’ BEAM is used to lift roof trusses onto machinery shed at Oregon ferm. Wall panels had been fabricated in deal- 
er's shop nine miles away. 


Low-Cost Farm Building 


Treated pole and lumber type of farm machinery shed goes up 
fast, using wall panels and roof trusses fabricated in lumber 
» dealer's shop. 
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CORNELIUS, OREG. 
ie DEALER J. W. Cope- 
land, in a cooperative effort with 
farmer David Saucy, Jr. and some 
farmer neighbors, produced a 24’ x 
60’ machinery shed in the record 
time of 4 hours and 54 minutes. Cost, 
including labor and all materials was 
$1,623.73. 

Prefabed wall panels and _ roof 
trusses, which can be easily made in 
any dealer’s shop, contributed greatly 
to the time and money saving. 

The wall panels were made in the 
Copeland yard in Hillsboro, nine miles 
from the building site. A fabrication 
jig was simply constructed by nailing 
2 x 4’s to a table. Care of its con- 
struction assured squared-up panels. 
Two men fabricated one panel in 
seven minutes. 

Completed panels, weighing 140 
pounds each, were painted at the 
lumberyard by one man using a spray 
gun. He painted 27 wall units and 66 
roof panels (4’ x 8 Douglas fir 
plywood, exterior grade, C-C) as well 
as eave and gable facia members in 
five hours. 

Trusses with 24’ spans were also 
made at the yard. It took two men 10 
hours to make the trusses. Douglas fir 
2 x 6 lumber was used for the top 
chord and 2 x 4 material for the 
bottom chord and web of each truss. 
All truss lumber was standard grade 
as was the cedar used in the panels. 
Panel framing was utility trade. 

Truss plans were designed at Mich- 
igan State University and are avail- 
able from the West Coast Lumber- 
men’s Association, 1410 8. W. Morri- 
son, Portland 5, Oreg. 

Wall panels, trusses and roof sec- 
tions were hand loaded onto Cope- 
land’s 2-ton truck and hauled to the 
building site in three trips. 

At the ranch, farmer Saucy com- 
pleted the foundation with the aid of a 
neighbor and a tractor having a post 
hole auger mounted on the back. 

Foundation material consisted of 
19 posts, each 66” long and 6’ in 
diameter, pressure-treated with penta. 
An additional four poles were used 
for the open front of the structure. 
These poles were 18’ long, with 16” 
tops. 

Foundation posts were set 4’ into 
the ground, lined up and connecting 
2 x 6's spiked on the outside of the 
posts with 20d galvanized nails. After 
similar connectors had been leveled 
and spiked to the inside of the posts, 
the post tops were sawed off 112’ 
above the ground and a 2 x 10 nailed 
across the top. Eight hours were 
required for the two men to put in 
the foundation. 

The prefabed components were in 
easy reach of the foundation. Prompt- 
ly at 9 a.m. the next day, the first 
corner section was put into place. All 
wall sections were in place by 10:45 
a.m. 

The first truss was put into place 
10 minutes later and then the north 
gable was completed. The trusses 

(continued on page 62) 
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POLE-AND-LUMBER open shed works well for farm 
machinery. 


SIMPLE WORK TABLE in Copeland Lumber yard. Board and batten siding is to be ap- 
plied over the 2 x 6 members of the panel frame. 


PANELS ARE SPRAY PAINTED as they PRECUT and predrilled truss parts are as- 
are assembled. Painter also pre-sprayed sembled, using bolts and split-ring tim- 
plywood roof panels. ber connectors. 





Treated Post-and-Lumber Foundation 


The combination of treated lumber and posts used in the farm building 
shown on these pages was developed by agricultural engineers at the Uni- 
versity of Illinois. The foundation is easy to build, using farm tools end 
farm labor. It is adaptable to light soils or heavy buildings merely by plic- 
ing the posts closer together. Posts spaced at five or six feet are adequate 
for normal conditions. 
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“Insulite has helped my 
keeps my customers 


Joe Hoida greets a customer outside the new, enlarged in local newspapers and on radio and TV, tying-in with 
showrooms and warehouse. Hoida consistently advertises Insulite national promotions. 








business grow, 
coming back...” 


... 8ayS Mr. Joe Hoida, Owner, 
Hoida Lumber Co., Green Bay, Wis. 


“I’ve been handling Insulite building products—Sheath- 
ing, Insulating Wool, and Insulite Tileboard—ever since 
I started business, about twelve years ago,’”’ Mr. Hoida 
reports. “And I’ve been impressed all along with the 
way the new Insulite products meet my customers’ 
needs—and build my sales. Insulite Primed Siding, for 
example, went over with the builders right from the 
start. It cuts their costs, handles well. It has been a real 
business builder for us. 

“I like Insulite service, too,’”’ Mr. Hoida continues. 
“The Insulite Representative and wholesaler give me on- 
the-spot service and assistance. Insulite holds meetings 


Insulite Sheathing has real weatherability, can be stock- 
piled outdoors to save valuable space, to expedite order- 
filling, cut handling costs. Exceptionally strong, it saws 
quickly and cleanly. 


with the contractors and really boosts my business. In- 
sulite advertising to architects and builders helps pre- 
sell the entire line.” 

More and more progressive lumber dealers like Mr. 
Hoida are finding out that Insulite product acceptance 
is the key to increased sales. Builders quickly learn that 
Insulite structural boards, sheathing and other products 
have extra strength, save on-the-job work. And the 
dealers find that Insulite is easy to handle, fast-turning, 
free from waste, returns, breakage and mark-down losses. 
Want more facts on building your business with Insulite? 
Write Insulite, Minneapolis 2, Minnesota. 


s 
i 
« 
g 
3 


Insulite Primed Siding is a favorite with builders every- 
where, builds a steady repeat business. High-density, resin- 
impregnated siding can’t crack or split from nailing. Prime- 
coated for fast, easy finish painting. 


sells easy...sells fast...stays sold 


INSULITE 


insullte Division, Minnesota and Ontario Paper Company, Minneapolis 2, Minnesota 
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WALL PANEL BASE—After tops of posts have been removed, a 
treated 2 x 10 is nailed to top of foundation as shown. 2 x 6 lum- 
ber is then nailed to outside of posts, working downward from the 
top piece. Treated lumber goes down below surface of ground at 
least as far as expected frost penetration. String was used to align 
posts and establish foundation height. 


2 x 8 AND 2 x 10 FASTENED AT TOPS OF POLES are spaced 12 feet apart, carrying 
the roof trusses at open side of structure. These members may be standard or better 


grade. Note working platform on delivery truck. 


ROOF TRUSSES in place, 4’ x 8’ plywood sheets are applied, span- 
ning two truss spaces each. The exterior plywood is left exposed to 
weather in this utility building. Recommendations for application 
are available from Douglas Fir Plywood Association, Tacoma 2, 
Wash. 





FARM BUILDING 
(begins on page 58) 





were put into place with the same 
tractor which had been used for the 
foundation digging—except that it 
was now equipped with a loader 
mounting a 6’ beam. 

Plywood roof panels were laid in 
place with their longitudinal axle par- 
allel to the length of the barn. Each 
panel overlapped the previous one to 
give a shingled effect to the roof from 
ridgepole to eave, while the butts of 
the panels were covered by 3” wide 
battens. A metal ridge completed the 
barn. 

Figures used in the bill of materials 
were based on an average lumber 
price of $120 per M. 


Materials List 


Foundation 
18’x6” top @$9.35 
6’x6” top @1.75 
12’ 180 bd. ft. 
63 2x6 12" 756 bd. ft. 
: Treating 


108 


5 
5 
3 
3 
3 


6 2x6 18’ 
Walls (cedar) 
120 1ixl2 12’ 
120 1x3 12’ 
$ 


4’x8’ shts. 56 cc *% ‘eae 
14’ 168 bd. ft. 


Scaffolds 
12 2x4 
6 2x6 
6 2x4 


12 2x10 
12 1x6 12’ 


) 
PRmI RH 
tens 
Sorte 


z 


wn 
My 
~& 
® 


Batter Boards 
8 1x6 J 
12 2x4(stakes) 4’ 
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Paint 
10 gal., red 
10 gal., gray 


ise 
se 
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Miscellaneous Materials 
1 bundle shingles 
62’ metal ridge—21¢ per ft. 


Hardware 
64 3gx4” lag pone--3e each 
19 3gx6” lag bolts—1 4 each 

16d nails—20¢ per Ib. 

20d gal. nails—30¢ per Ib. 

8d gal. nails—30¢ per lb. 

Framing anchors—15¢ each 

212” split rings—22¢ each 

14x4” Machine bolts—17¢ each 

14x7 19" Machine bolts—23¢ 

14” flat washers (7 Ibs.)—40¢ 

per Ib. (3 doz. per Ib.) 2.80 
4x7 19’ Machine bolts—19¢ each 2.66 


$ 


Labor and overhead—48 man hours 
@ y, 
Labor includes all fabricating of 
wall panels and trusses, as well 
as painting. 
Labor at site was furnished by 
volunteer farm neighbors. 
TOTAL COST $1,623.73 
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Only nature’s own can weather such a temper 


Western Cedar, with grown-in qualities, resists moisture, decay, shrinkage, rot and swelling. No twisting, 
thumping, pitting or warping with this wonderful siding. Left untreated, Cedar siding mellows in time tuo 
handsome, silvery-grey tones or soft, warm tans, depending upon the climate. Use of a bleach will hasten 
color changes. Tell your builder-customers about this labor saving, naturally weathered finish. Tell them to 


side with Western Cedar . . . ideal for any climate, any design. 


For complete ‘WEATHERED CEDAR" information write us: Western Red MES ERK LDAP 
Cedar Lumber Association, White-Henryv-Stuart Bldg., Seattle. Washington 
. j 
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Here’s the way 
to be sure you have 
a highly profitable year! 


Get all the facts, sir! This four-color brochure shows 
the complete line of Habitant Fence. It shows typical 
yard installations; exclusive construction features; 
and a host of reasons why Habitant is America’s 
most respected and fastest selling wood fence. 


We have your copy reserved for you. 


HABITANT FENCE, INC., Bay City 19, Michigan 


HABITANT FENCE, INC., Bay City 1, Michigan 

GENTLEMEN: 

I'm interested in learning more about the fast selling Hobitant 
line. | understand this brochure will show me how to have a 
more profitable fence year — and that ! do not have to sfock or 
inventory Habitant in order to be a dealer. 


NAME____ 





ADDRESS____ earean iethtcisiaaanateiaca satis 


ii ccittieecintiintniaschinnieptnsinnitiiiaeinintariie ini sidipiinicioctncacicicniicipuaiiaal 
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FABRICATION EQUIPMENT 


NEW MACHINE which reduces fabrication time. 


Cutting Machine Puts You In 
Packaged Truss Business 


LL WOOD COMPONENTS for roof trusses can be 
quickly turned out on the new Turn-A-Bore truss 
cut machine pictured above, which sells for $3,550. 

Automatic settings for changes in cut to correspond 
with changes in roof pitch and span can be dialed by a 
semi-skilled worker, the manufacturer states. Components 
cut for the same pitch and span settings are finished to 
such close tolerance that they are interchangeable. 

The machine eliminates time spent in measuring and 
marking lumber and reduces total fabrication time to four 
minutes or less. according to the maker. 

It can be adapted for any type of truss design, coupling 
and assembly method now in use. The machine performs 
all angle cutting, notching and boring, where necessary, 
for top and bottom chords, tension and compression webs. 

Roof trusses using Teco split-rings and Trip-L-Grip 
framing anchors were made on the machine at the recent 
National Association of Home Builders Exposition in 
Chicago. 

Literature is available from Turn-A-Bore Equipment Co., 
Dept. AL, P. O. Box 7072, Fort Worth, Tex. The Turn-A- 
Bore company also makes door manufacturing equipment 


for use by lumber and millwork dealers and wholesalers. 
Circle No. 237 on Handy Cover Cord 
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All-Nailed King-Post Trussed Rafters 


Trussed rafters can be used for spans up to 40 feet, 
with roof slopes as low as 2 in 12; and with lower roof 
slopes if the trussed rafters are inverted. 

The king-post design, illustrated above, consists mainly 
of nominal 2 x 4 and 2 x 6 shop-length lumber in a 
single plane. Acting as frames their members may be 
joined with hardboard or plywood gusset and splice 
plates. All-nailed trussed rafters should be assembled 
with hardened spiral-thread nails. Gluing is not needed 
when these nails are used. 

Technical details on the all-nailed King-Post trussed 
rafters are available from Wood Research Laboratory, 
Virginia Polytechnic Institute, Blacksburg, Va. Literature 
on special nails for these rafters can be. obtained from 
Independent Nail & Packing Co., Dept. AL, Bridgewater, 
Mass. 
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Paint sales come 


when you f 


“SYMPHONIC COLORS CENTER”! 





O'BRIEN 














O’BRIEN makes it easy to be a color- 
expert. It’s easy to have a store that’s 
“the best place in town to get color- 
help and service’’...a store that’s the 
favorite of decorators, architects and 
do-it-yourself-ers. O’Brien offers you 
everything you need to “remodel” a 
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O’BRIE 























modest section of your floor-space into 
a Color Corner, Color Headquarters, 
Color Bar...an organized, information- 
packed department devoted solely to 
the solution of any and all color prob- 
lems...a handsome department that 
pays off handsomely. 


2ATUre 





-asier, faster 


A 








. Tinting Machine 2. Color “Action” Displays 
- Color Albums 4. Color Manuals 

- Machine-Mix Color Albums 

. Color Chip Disploys 

. Wood-Finishes Selector 


. Take-Home Literature 


Many others not shown 


The O'Brien Corporation, South Bend 21, Ind., Dept. AL 


Please send me FREE floor-plans and sketches of success- 
ful arrangements for a Symphonic Colors Center in my store. 


NAME 





FIRM. 





AODRESS 





THE O'BRIEN CORPORATION, SOUTH BEND 21, INDIANA 


Baltimore « Oklahoma City * San Francisco « Los Angeles 








Warehouse Parade 


Trend to Fire-Retardant Wood Construction 


NTREATED WOOD will ignite at about 570°F. Steel 

loses about one-half of its strength at less than 1000°F. 
Temperatures in a burning building usually range from 
1300°F, to 1700°F. 

But chemically-protected fire-resistant lumber stock will 
not support combustion over a long span of temperatures, 
even though the fire is at a high temperature. Danger of 
collapse is at a minimum since fire damage to treated lum- 
ber is in the form of wood char, which acts as a retardant 
to flame propagation as soon as it is formed. 


Fire-retardant wood beams’ structural value is largely 
maintained and the danger of collapse reduced. 

In brief, these are the reasons for a revival of wood 
commercial structures. Trusses, arches, laminated and box 
beams, stress skin and vaulted panels are some of the com- 
ponents which can use fire-retardant wood. 

Some of the best uses for the treated wood are in new 
warehouses built by lumber wholesalers for their own stor- 
age purposes. Two of these are described below and on a 
following page. 
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LOW-COST WAREHOUSE of J. J. Fitzpatrick Lumber Co. has more than 9,300 bd. ft. of fire-retardant 
lumber in side walls, enabling structure to meet general fire zone requirements. 


Distributor Builds for $2 a Square Foot 


MAaDIsoNn, Wis. 


SE OF fire-retardant, pressure- 

treated lumber has allowed J. J. 
Fitzpatrick Lumber Co. to build a 
low-cost 13,000 sq. ft. pole-type ware- 
house that met stringent city code 
requirements. The new _ pole-type 
building cost $2 per square foot. 

When the firm took plans for the 
new warehouse to city building of- 
ficials, they were reminded that their 
property is located in a general fire 
zone, where enclosed wood frame 
structures are limited to a maximum 


66 


area of 80 square feet, equal to an 
8’x10’ construction shanty. 

This limitation restricted Fitzpat- 
rick to either non-combustible or “or- 
dinary-type” construction, in the words 
of the local code. 


Non-combustible usually means all- 
steel frame in Madison; ordinary 
usually means masonry exterior walls 
with wood roof framing. 

Wood partitions are permitted. The 
code requires exterior walls to be of 
non-combustible materials for which 
fire ratings are not required. Both 


types of construction have a basic al- 
lowable maximum area of 5,000 sq. 
ft. Increases of floor area are allowed 
due to clearance around the building, 
25’ on all sides in this case. 

With these requirements in mind, 
company officials gathered data on 
fire-retardant treated poles and tim- 
bers, then arranged for a conference 
with the city’s six-man appeals 
board. It was proposed to use Protex- 
ol Pyresote, a water-borne, com- 
bined fire-retardant and preservative 
salts formula, in structural mem- 
bers of exterior walls. 
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Meets code. As a result of the 
conference, the appeals board granted 
a specific exception to the code; con- 
sidering the retardant-treated lumber 
construction as the equivalent of “or- 
dinary” construction in fire resistant. 

Among the reports presented to the 
appeals board were: flame spread of 
the treated lumber not more than 25; 
fuel contribution 25-30; smoke devel- 
opment, none; findings from a 30- 
minute test showed flame spread not 
over an equivalent of 25 with no ev- 
idence of significant progressive com- 
bustion. These figures are index num- 
bers of combustibility resulting from 
laboratory tests; zero index number is 
assigned to asbestos. 

The new warehouse is a clear span 
structure 64’x204’, with a 24’ slid- 
ing door at each end and an. 18’ 
door at one side. Roof trusses rést on 
dapped pole tops, 16’ above the 
black-top floor. Poles and_ sidewall 
lumber were pressure treated with 
Protexol Pyresote salts by Joslyn 
Mfg. & Supply Co., Franklin Park, 
Ill. Walls and roof are supported by 
44 southern pine poles 25’-35’ long, 
treated to a retention of 5.1 pounds 
of dry salts per cu. ft. Douglas fir 
dimension lumber was pressure treat- 
ed to a retention of 4.7 pounds of dry 
salts per cu. ft. 

Steel rods extend down from sides 


COMPLETED WAREHOUSE of Madison, Wisc., 


built for $2 per square foot. 


of poles, close to the butts. They are 
embedded deep in 28” diameter con- 
crete pads. Side wall poles are spaced 
12’ on centers; end poles are spaced 
10’ o.c. Those nearer the ridge are 
set deeper in the ground than those 
on the corners. 

Construction milestone. After the 
poles were aligned and set, a retain- 
ing wall of pressure-preserved Doug- 
las fir 3x12s was bolted outside the 
poles around the entire building, and 
pressure-preserved 2x6 Douglas fir 
girts were fastened outside the poles. 
Roof truss lumber was not given the 
fire-retardant treatment. Walls and 
roof are covered with 26-gauge gal- 
vanized steel sheets with 242” corru- 
gations. 

“We think our new warehouse is 
an important milestone in warehouse 


wholesaler which was 


construction and operation,” says pres- 
ident Lawrence J. Fitzpatrick. “The 
fire-retardant treated poles and lum- 
ber with metal siding enabled us to 
meet the ‘ordinary’ construction build- 
ing code requirements. We now have 
a fire-resistant, low-cost building and 
the 64’ clean-span interior makes for 
efficient material handling.” 

Fitzpatrick has been manufactur- 
ing and wholesaling lumber since 1916. 
From Madison, the firm serves deal- 
ers in a 150-mile radius. The com- 
pany’s three warehouses have a com- 
bined floor area of over 35,000 
square feet with space for storing 
65 carloads of lumber and lumber 
products. The original warehouse, 
100’ x 110’ was built a number of 
years ago at a cost of $5.54 per square 
foot. 








68% OF 
KITCHEN 
CABINETS 


ARE CLEAR-FINISHED 











79% OF 
INTERIOR 
DOORS 


ARE CLEAR-FINISHED 


vey shows, 


BLS, Tab 


ter, 1956.”) 


(Based on PRACTICAL BUILDER'S Marketing & Research Panel 
Second Quarter 1959 Report from 804 representative builders.) 


There's a fast-growing market tor WATER LOX 


closest fo a permanent clear wood finish! 
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OVER 80% 
OF FLOORS 
ARE CLEAR-FINISHED 


84% of living rooms, 
81% of dining rooms, 
85% of bedrooms 
were floored with 
hard wood, U.S. sur- 


(U. S. Pept, of Later, 
e 13-A, * 

of Finish Floors Use 
on-Farm Dwelling 
units started First Quar- 


HEAVY DUTY 
GYM FINISH 


Fleor Finish 
MADE FROM TUNG OIL 





WATERLOX is 
unharmed by: 
@ Moisture 
e Alcoholic beverages 
@ Fruit juices 
@ Heat to 212° 

and above 
Free 1-Pint Sample! 
Attach this ad to 
your letterhead. 
id WATERLOX DIVISION, 
The Empire Varnish Co, 
2638 East 76th Street 
Cleveland 4, Ohio 
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STRUCTURAL FRAMEWORK of Brooklyn warehouse uses pres- 
sure-treated timbers held together by bolts and split ring tim- 
ber connectors. Each of the 12 bays was laid out and assem- 
bled on ground by carpenters. Thirteen trusses also were as- 


sembled on the ground. 


Warehouse Parade 


COMPLETED WAREHOUSE has 15,000 square feet of floor 
space and stores up to 1 million board feet of finished and 
kiln-dried lumber. Other potential uses of the building, which 
has a wide range of designs, are for bowling alleys, stores 


and manufacturing plants. 


Code Revision Brings Wood Back to New York 


* Brooklyn lumber firm erects own warehouse with fire-retard- 
ant components and is now selling treated lumber for other 


one-story commercial uses. 


Tests showed that the wegod retains its structural strength 
when subjected to heat of 1,300 degrees or more, compara- 
ble to the heat in a burning building. 


New York CIty 


RIOR TO 1959, Class 5 commer- 

cial structures up to 15,000 square 
feet were permitted only if the frame- 
work were of metal. 

But with a new amendment to 
the building code, buildings are now 
designated as metal or fireproofed 
(fire-retardant pressure impregnated) 
wood structures. The law states that 
structural framework may be “fire- 
proofed” wood. In essence the law 
specifies that fire-retardant wood as 
equal to metal in large one-story 
buildings. 

As a result of this code change, 
a unique wood-and-aluminum ware- 
house was built for lumber storage by 
Cross, Austin & Ireland Lumber Co., 
Brooklyn. 

No structural steel was used. Car- 
penters assembled the fireproofed 
Douglas fir bays and trusses on the 
site and also sheathed the frame- 


work. Aluminum was used for the ex- 
terior because of its low maintenance 
value. 

Col. J. Bryan Williams, president 
of the Brooklyn lumber firm, said that 
the new building was built for 10¢ 
to 11¢ less per square foot than com- 
parable steel construction. 

And, he said, insurance costs are 
less. 

On the new building the insurance 
rate will be $1.05 per $1,000 com- 
pared with $1.15 per $1,000 of in- 
surance for a building on the same 
site using structural steel, Col. Wil- 
liams said. This represents a savings 
of 10%. 

The entire structure was precut to 
final or near final size, incised to as- 
sure deep penetration of the fire- 
retardant solution, then pressure treat- 
ed by the vacuum process. The stock 
was allowed to season after treatment 
and before fabrication and assembly. 

Each truss and wall section was as- 


PRESSURE TREATMENT of lumber at 
Cross, Austin Co. is in cylinder six feet in 
diameter and 75 feet long. After vacuum 
has been created in cylinder to de- 
aerate the wood, it is impregnated with 
a mixture of ammonium salts and boron 
compounds at pressure ranging up to 
more than 200 psi. 


sembled with bolts and ring con- 
nectors on the ground and _ then 

hoisted into place by crane. 
After the entire skeleton was in 
(continued on page 70) 
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Sm-o-o-o-th: Formica Flakeboard 
easily passes this test for smoothness 
without any splinters or abrasions, 
Balanced 3-layer construction — 
with fine flakes on the outside 
— produces a hard, smooth, 
non-telegraphing surface. 

Formica Flakeboard is the 
finest underlayment for decorative 
laminates because: (1) It’s made 
of fresh-cut, debarked timber and 
impregnated with Cyanamid 
resins developed by the world’s 
most renowned resin scientists. 
(2) It's engineered by Formica 
Corporation, for over 47 years the 
leading manufacturer of 
laminated plastics. (3) It has 
been especially designed and 
manufactured for use with 
Formica decorative laminates 
and adhesives. 

Formica Corporation, 

a subsidiary of American 
Cyanamid, 4652 Spring 
Grove Ave., Cincinnati 
32, Ohio 


NOTE: Formica 
Flakeboard is not 
available west of the 
Mississippi River. 


<|free demonstration and samples \ 
Write for both. Check the other outstanding , Flakeboard 
properties of Formica Flakeboard before beginning 
your next decorative laminate installation. 
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ALUMINUM 


HARDWARE 


RUST-PROOF 
in BRASS, 


BRONZE 
or ALUMINUM 
FINISHES 


PADLOCK and HARDWARE CO. 


LANCASTER, PENNA. 
ORDER FROM YOUR JOBBER 
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Chef's Wagonette — 
an exclusive and 
portable companion 
to the outdoor grill. 
Has seat, Formica cut- 
ting board, condi- 
ment rack, utensil 
hangers, storage area, 


Club Series—Personalized with custom- 
er's initials. Rugged— made of finest 
woods. Colorful enamel finish; non- 
slip rubber feet. Ideal indoors or out. 


Tie in with Gochen for stepped up sales ! 
Most complete and fastest selling line! 


Zephyr Swing—smooth in action—posture-safe in & 

its form-fitting seats. Constructed for years of use. 

Appealing colors in weather-resistant enamels. 
GOSHEN 


goshen sss 


Satatdiched in 18914 
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—cut costs with 


BLUE RIBBON 


WOODEN and ALUMINUM 


LADDERS © 


Send coupon for new full-color catalog! 


Goshen Manufacturing Co., Dept. F 
Goshen, Indiana 


Please rush new 36-page 1960 catalog in full 
color, plus data on____ Ts TE 


Fi Sa 
Address___ 
City 








place, roofing and siding were applied 
directly to the wood nailers, beams 
and posts by the same carpenters 
who assembled the structure. 

Chemicals used by Cross, Austin & 
Ireland are ammonium salts and boron 
compounds. The treating sclution is 
prepared in a steel tank of 5,000 gal- 
lon capacity equipped with steam coils 
and employing a centrifugal pump for 
circulation. 

Treating method. The Brooklyn 
firm is producing the treated lumber 
for use in construction of factories, 
supermarkets, bowling alleys and 
other one-story structures. The treat- 
ing plant at the yard has a daily ca- 
pacity of 25,000 board feet of lumber. 

Treating is done in a_ horizontal 
steel cylinder, 6’ in diameter and 
75’ long with a hydraulically operat- 
ed quick-closing door at the front end. 
Trams carry the lumber into the 
treating cylinder on a narrow gauge 
track. The longest single timbers so 
far have been 42’ long. 

How much pressure is required for 
treatment depends on the species of 
wood and the degree of retention of 
chemicals wanted. Softwoods call 
for less pressure than hardwoods. 

For example, basswood requires 
only 50 to 100 psi. compared with 200 
psi. or more for walnut. 

How long the lumber is kept in the 
treating solution also varies with 
the species. The average treating peri- 
od for softwoods is from 12 to 14 
hours. Heat is essential for penetra- 
tion of the chemicals into the wood. 

The entire treating process is con- 
troled from an instrument panel. 


Sue for Back Wages 


WILMINGTON, N. C.—Sledge Lum- 
ber Co. of Whiteville, its presi- 
dent and vice-president and general 
manager are defendants in a suit to 
recover back wages totaling $4,112.52 
claimed due four workers. 

The federal civil action alleges fail- 
ure to pay as much as $1 an hour or 
overtime pay at time and one-half 
after 40 hours. 

The workers requested in writing 
that the secretary of labor institute 
the suit. 


DESIGN “A” for new 4-way entry pal- 
lets available to Signode Steel Strapping 
Co.'s wood pallet licensees as a result 
of Cruickshank patent purchases by the 
Signode firm, 2600 N. Western Ave., 
Chicago 47, Ill. There are three other 
pallet designs covered by the newly ac- 
quired patents, plus modifications. 
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MODEL KITCHEN AND WINDOW DISPLAY is open to Consolidated’s customers. Deal- 
ers may borrow kitchen display for special exhibits of their own. 


Wholesaler's Program Helps 
Dealers Move Merchandise 


Colorado distributor sponsors special meetings 
and training aids to help lumber dealer clients. 


“We think our job as a wholesaler 
is not complete until the dealer has 
sold our products,” declares Jay Lind- 
sey, president, Consolidated Lumber 
& Supply Co., Denver. 

Consolidated’s program _ includes 
both dealer and contractor informa- 
tion available through special meet- 
ings, plant visitations and direct mail. 


The Denver jobber has six full-time 
salesmen covering Colorado, south- 
eastern Wyoming, western Nebraska, 

Kansas and northern New Mexico. 
Consolidated’s sales manager John 
Campbell finds that contractors are 
far more interested in specialities than 
in stock items. And since the firm 
(continued on page 72) 


WAREHOUSE AND OFFICE of Consolidated Lumber & Supplies, Inc., Denver, occupies 
about 40,000 square feet. Trailer-truck banner advertises Consolidated'’s windows. 
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pao 
IN THE NYLON 
CORD BUSINESS | 


®@ The Easy Way 

® The Low Inventory Way 
@ The Low Cost Way 

® The Packaged Way 

® The High Profit Way 








That's right...here is an 
easy, low cost way to get into 
the highly profitable Nylon 
Cord business. This rack is 
only 24 inches high and takes 
up less than 1 square foot of 
floor or counter space. Cord 
is one reel each of 1/8”, 
3/16", 1/4” and 5/16”. Rack 
is FREE with order for 4 or 
more spools. 


Ask your jobber about it... 


Kine 


‘ ; 
on i 
~ CORDAGE 5 


John H. Graham & Co. Inc. 
105 Duane St., New York 8, N. Y. 
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SIX MEN are kept busy the year round in the woodworking 


department. 


specializes in millwork products, it 
has adopted a program that has 
substantially boosted sales in this 
department. 

Consolidated has a full size model 
portable kitchen, which is available to 
dealers for country fairs and other 
purposes; or dealers may bring their 
customers into the salesroom to view 
the kitchen model or the entire oper- 
ation. 

Contractors, architects and design- 
ers are invited to annual dinner meet- 


_ FRANTZ LUMBER & SUPPLY CO. 4391 Yorx 


CO-OP ADVERTISING offered by Consolidated is part of their 


sales promotion program. 


ings along with dealers in the area to 
see and hear about the various prod- 
ucts offered by Consolidated. 

In addition to regular product liter- 
ature mailed to contractors, Consoli- 
dated encloses a personal letter sum- 
marizing their take-off and pricing 
service on building projects. 

Dealer personnel are invited to visit 
the Consolidated plant for special 
training. 

“You would be surprised how much 
more knowledge is needed by most 


estimators and outside salesmen on 
millwork,” asserts Lindsey. “We give 
them the necessary basic rudiments 
of millwork information which they 
can use in selling.” 

Lindsey emphasizes the value of 
this service by citing the case of one 
out-of-town yard whose window 
orders were averaging one a week 
until the dealer’s estimator and out- 
side salesman were sent to the plant. 
Recently orders from this same firm 
have been averaging one a day. 





Pre-Stressed Concrete Roof 


Caps Jobber’'s Warehouse 


SPOKANE, WAsH.—Improved dealer service was the moti- 
vation behind the erection of a $100,000, clear-span ware- 
house by Exchange Lumber and Mfg. Co. here. The 
280° x 80’ building has 22,000 square feet of floor space. 

The warehouse was designed for storing fast moving, 
bulk items which can be handled with a fork lift. The 
Exchange company uses two fork lifts in this new plant, 
a 3,500 pound capacity Clark, and a Mobilift with 5,000 


CLEAR-SPAN WAREHOUSE provides maximum storage in 
75,000 square feet. Fast-moving items which are handled 
with fork lift truck make up majority of inventory. 


pounds capacity. A $175,000 inventory is stored in the 
building. 

Pre-stressed concrete roof members—the largest of the 
kind in the United States—are the outstanding feature of 
the warehouse. The eight largest members used in the roof 
are 36” deep, 8’ wide, and 101’ long. They weigh 54,000 
pounds each. A tractor and two 60° trailers were needed 
to transport the beams from the fabrication site to the 
new warehouse. 

This building has no interior supports. Wall construction 
beneath the mammoth roof is of concrete and steel-rein- 
forced concrete blocks. Exposed steel edges of the giant 
beams were welded together and caulked with a special 
waterproofing compound. 


HOISTING clear-span “T’ beams into place for 280’x80’ 
warehouse required assistance of two mobile cranes. Concrete 
over wood beams were selected for long-term roof mainte- 
nance and lower insurance factor. 
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The siding with a double vinyl-acrylate plastic coating! 


NEW CLAPBOARD 32 


Flintkote salesman William F. Tripp tells all 
about Duo-Vinyl-Acrylate finish...and why 
new Clapboard 32 is the hottest siding item to 
come along in years...one that can’t miss 
building your sales and profits! 


“The big news is the Duo-Vinyl-Acrylate finish—a double 

thick plastic coating. It protects Clapboard 32 from wear and 

weather...does away with the need for painting to protect it... 

minimizes maintenance. Result: siding holds its color for years 

and years . . . stays good looking as the day it was installed.” 

e In addition to Clapboard 32, Flintkote also makes America's Broadest Line 
Duo-Viny] 12 x 24, Same produet as Clapboard 32. en 
Same Duo-Vinyl-Acrylate finish, just in a different size. 

e Both new siding products come in four beautiful pastel 

colors plus Polar White, Color matching accessories too! (Alu- 

minum corners, caulking mastic and nails in matching pastels.) 

For particulars, literature, see your Flintkote representative. 

You will find him a great guy to work with... 

and he knows his stuff in building materials. 


The Flintkote Company, 30 Rockefeller Plaza, N.Y. 20, N.Y. 
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NEW FHA RULING 


Effective April 1, 1960 requires the 
Grade-Marking of all board and fram- 
ing lumber used in housing built under 
Federal Housing Administration In- 
spection. 


This Grade-Marking must be done 
under the supervision of the manufac- 
turer’s association responsible for the 
grading standards for the species in- 
volved or by an independent inspec- 
tion agency recognized by FHA and 
the American Lumber Standards 
Committee. 


We are recognized by FHA and 
the American Lumber Standards 
Committee to grade-mark this mate- 
rial under the rules of the WCLIB, 
WPA, and SPIB. 


LET US GRADE-MARK THIS MATERIAL 
A. W. Williams Inspection 
Co., Inc. 


208 Virginia St. HE 8-3691 
MOBILE, ALABAMA 
BRANCH OFFICES 
New York, N. Y. St. Lowis, Mo. 
Portland, Ore. 


United States 





Insp s Stationed Through 
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12-PAGE 
TRUSS 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 


Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, Iil. 











“We've had a 25% volume pickup since we started our 
stamp promotion. We trace this in a large measure to the 


stamps."’ —Missouri lumber dealer. 


Dealers Divided on Stamps 


Premium gimmick brings in more women and cuts accounts 
receivable, but is it sound business? 


TAMP PLANS have some definite 

advantages, according to dealers 
who use them, but a good many 
dealers are leery of this promotion 
gimmick. 

A cross-country dealer check dis- 
closed several dealers who had 
dropped stamp plans. Once you get 
started, it’s just about impossible to 
drop, some dealers felt. On the other 
hand, some dealers who had used 
stamps for several years were very 
enthusiastic about the results. 

“Unless you can afford to write off 
this expense—and who can—then you 
must pass it along with your price 
tag,” observed one Cincinnati dealer, 
a non-stamp user. “Buyers will go 
where they know prices are best. A 
customer will travel across town to 
save 40¢ on a sheet of plywood.” 

Buyers are starting to realize that 
“you don’t get something for nothing,” 
said another dealer in Cincinnati, a 
city where no lumber dealer offers 
stamps. 

“We are in a highly competitive 
area and we must watch our pric- 
ing closely,” he said. “I am strongly 
against anything that would add to the 
cost of our merchandise. The smart 
buyer knows that he is paying in one 
way or another for stamps.” 

Detroit is another highly competi- 
tive area in which dealers have 
avoided stamp plans. A $6,000 license 
fee in the state of Washington has 
kept dealers out of the stamps _busi- 
ness there. No Omaha dealers offer 
stamps. 

Dropped out. Up until three years 
ago, G. M. Stewart Lumber Co., 
Minneapolis, offered Gold Bond 
stamps. But the company dropped the 
plan, said a spokesman, “because it 
cost too much and wasn’t helping 
busihess.” No sales drop was noted 
afterward. 

In West Palm Beach, Fla., Tyland- 
er’s has been in and out of the stamp 
business. They signed up on _ the 
assumption that some of the super- 
market stores would be signing, but 


cancelled out when this failed to come 
off. Since a big supermarket signed, 
Tylander’s came back last December. 
No dollar volume increase has been 
noted so far, but traffic has picked up 
a little, according to president Ray- 
mond C. Tylander. The stamps cost 
Tylander 3% on gross sales of $100, 
but since they replace cash discounts 
of 2%, actual cost to Tylander’s is 
only 1%. 

“You might call it advertising pro- 
motion, which we do,” said the Flori- 
da dealer, “so you absorb the cost 
right there. I figure on gross margin 
of profit, we have to sell about 4% 
more to pay for the cost of the pro- 
ram.” 

After a few months trial, Stewart 
Bros. Lumber Co., Lowry City, Mo. 
is dropping the Gold Bond stamp 
plan. The firm failed to receive the 
promised advertising support, said 
J. R. Stewart. A small increase in 
store traffic and sales failed to offset 
the cost and bother of the program. 
Stewart said contractors insisted on 
getting both the 2% discount and 
stamps. 

“On many items like cement and 
sand, there just isn’t profit enough to 
do both,” said Stewart. “I end up 
just handling the materials.” 

results. Another Missouri 
dealer, W. C. Layman, Layman 
Lumber Co., Parkville, Mo., credits 
stamps in large measure for a 25.4% 
volume pickup since he started the 
promotion January 20, 1959. 

Even more important, past due 
accounts have been cut about in half. 
Layman rubber-stamps his statements 
with this line: “If paid by the 10th of 
the month, you are entitled to Top 
Value Stamps.” The monthly average 
of past due accounts was $3,300 in 
1958, but fell below $2,000 in 1959. 
Many customers who allowed $20-$30 
accounts go for 90 days now pay up 
promptly to get stamps, Layman finds. 

To cover the cost of the plan, 
volume must be increased by a mini- 
mum of 20%, Layman says. Traffic 
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has picked. up from two sources: more 
women come into the store; women 
send their husbands there to trade 
and get stamps. Main drawback has 
been the lack of cooperative adver- 
tising support. 

Several west coast dealers are en- 
thusiastic stamp users. Commented 
M. P. “Skipper” Hale, owner, M. P. 
Hale Lumber Co., Morgan Hill, Calif.: 

“We have given S&H stamps for a 
year and a half on all cash sales and 
accounts paid by the tenth of the 
following month in place of discount. 
Some customers still prefer the dis- 
count, but the large majority take the 
stamps.” 

Hale feels the cost of the program 
hasn’t been excessive when the savings 
on discounts and time spent collecting 
past due accounts are taken into con- 
sideration. 

A California lineyard organization, 
United Lumber Yards, has given 
stamps in place of a cash discount on 
cash sales only for the last four years. 
James A. Foster, vice-president, feels 
that stamps have been very helpful 
in increasing cash sales in rural areas 
normally heavy in charge accounts. 
He says it has also helped sales in 
metropolitan area yards. 

Since it replaces the cash discount 
and saves the cost of billing and 
collecting, Foster says very little ad- 
ditional business is required to pay 
for the plan. He says the biggest draw- 
back is the time lost explaining the 
“cash sale only” system to charge cus- 
tomers, some of whom are given 
stamps on charge accounts from other 
retailers. 

Another California booster for S&S 
stamps in Rene Domergue of the Big 
Bear Lumber Co., Colma, which has 
been offering stamps for the last six 
months. Domergue says that both 
sales and traffic have picked up. 

“The plan costs us exactly 3% and 
naturally we have to go out and hustle 
to get that much additional business,” 
said Domergue, “but the stamps do 
most of our hustling for us.” 

In Dallas, manager E. S. Wheeler, 
Davis-Hawn Lumber Co., says some 
customers drive for miles to take 
advantage of stamps offered for the 
last three years. The only problem 
has come from some customers who 
have demanded stamps even though 
their account is over 30 days. 

A small staff and the additional 
paper work resulting from the pro- 
gram has caused him to stay clear of 
stamps, said owner J. O. Waits, 
Farmers Branch (Tex.) Lumber. 

ion. Only four of about 
70 Denver dealers are offering stamps 
and two of these yards belong to one 
firm. Arguments against stamp plans 
ran like this: 

Very expensive; takes more time 
to serve customers; even though it 
does aid prompt payments, it creates 
extra work, expecially where checks 
are mailed and we have to mail back 
the stamps. 

“It certainly has not helped us as 
much as we had hoped,” commented 


W. T. Olson, manager, American 
rere Co., Arvada, a Denver sub- 
urb. 

Manager L. W. Ringsted, Littleton 
(Colo.) Lumber Co. feels that stamps 
have eliminated many small charges 
that are difficult to collect. Stamps 
have helped step up do-it-yourself 
business, also women’s traffic to the 
extent that 90% of the walk-in trade 
ask for stamps, said Bob McDuffee, 
assistant manager, J. W. Metz Lumber 
Co., Denver. 

Virgil M. Conover, president, Lake 
& Risley Lumber Co., Pleasantville, 
N. J., claims that it’s a fallacy that 
you have to hike prices to give 


stamps. Lake & Risley gives one 
stamp for every 10¢ purchase. Big- 
gest advantage is that it pulls women, 
says Conover. 

Two other New Jersey dealers, man- 
ager G. J. Freas, Cape May Lumber 
Co. and John N. Ake, vice-president, 
Hammonton Lumber Co., feel the 
same way. 

“We are very pleased with the 
results from stamps, especially new 
business,” said Freas. Faster pay and 
a 30% pickup in business in the last 
four years were credited to stamps by 
Ake, who feels that the cost of the 
program is “insignificant” compared 
to its value. 
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PROFITABLE FOR YOU...for your customers, too! 


e Ready mixed or colorant systems. @ Ideal for matching walls and trim. 


e Alkyd base. Odorless type. 
e@ Semi-Gloss. Has many uses. 


e For walls, woodwork, furniture. 


SELL P&L... 


e Smooth finish. Beautiful colors. 
@ Goes on easily with brush or roller. 


e@ Stands up under hard scrubbings. 


the brand most frequently specified by architects, 


acknowledged by painters to be definitely superior. 


PRATT & LAMBERT—INC. 


NEW YORK @ BUFFALO e CHICAGO e@ FORT ERIE, ONTARIO 
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Develops a New Rapid Control Joint 

A new wide flange control joint for use in concrete 
block wall construction is available. Made of rubber, 
with flaring Neoprene flanges, the new Rapid Control 
Joint expands and contracts with the joint, keeping it 
sealed tight. 

The caulking problem is simplified and in standard 
concrete block wall construction is often unnecessary, 
states maker. The new Dur-O-wal wide flange rubber 
control joint resists cracking, oil or solvents and weath- 
er conditions, it is said. 

Market data. The wide flange control joint is offered 
as a companion product to Dur-O-wal masonry wall re- 
inforcement. It is primarily an item for contractor sale. 
It is available in cartons of twelve 32” pieces. Dur-O-wal 
Div., Cedar Rapids Block Co., Dept. AL, 650-12th Ave., 
S.W., Cedar Rapids, Iowa. 
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Casement Window with Automatic 
Locking Device Introduced 

R.O.W.’s new Royal wood casement window has a single 
roto gear crank that controls all window action, including 
opening, closing and locking. The same roto gear handle that 
opens and closes the window automatically actuates a con- 
cealed locking device. 

The new self-locking casement also has friction-free vinyl 
weatherstripping and a concealed hinge device that replaces 
the conventional extension-type hinge. 

Market data. Introduced March Ist, the Royal Casement is 
precision-built as a complete unit, ready for installation. Units 
are available from distributors in 10 different sizes and can be 
used singly, in multiples or with fixed glass. The units “are 
equipped with standard screens mounted on the inside for 
easy maintenance and either standard single-strength glass 
with exterior-mounted storm panels or double-panel insulat- 
ing glass. They are ideal items for both consumer and con- 
tractor sales. 

A dealer need stock only one window or use a catalog page. 
Sales aids include a program of cooperative advertising allow 
ances, plus a brochure, which may be obtained by writing to 
R.O.W. Sales Co., Dept. AL, 1365 Academy Ave., Ferndale 20, 


Mich. 
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(For more new products, see page 78) 


Portable Heater Rolls to Job Site 


A new portable heater is designed for use in heating 
buildings under construction, curing and drying con- 
crete, warming, drying, and thawing materials and tem- 
porary or emergency heating. It rolls easily on large 
wheels to any area where heat is required. Just flip the 
switch for immediate forced hot air. It burns kerosene, 
No. 1 or No. 2 Diesel or fuel oil. Weighing only 140 
pounds, the heater can produce 120,000 btu’s per hour, 
says maker. 

Market data. Designated Model 120, it is 37” long, 
21%” wide and 31” high. It is ideal as a rental tool or as 
an item for contractor sale. With a heated air output of 
450 cubic feet per minute, it can be operated contin- 
uously for up to 16 hours. The 1/6 hp motor takes 115 
volts of 60 cycle AC current. John Wood Co., Heater & 
Tank Div., Dept. AL, Conshohocken, Penna. 
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RUBEROID FLOOR TILE 


The RUBEROID Co. 
500 Fifth Ave., New York 36, N.Y. 


Gentlemen: Please send me the name of your nearest distributor. 
I am interested in hearing of the profits to be made handling 
the new Ruberoid Floor Tile line. 


NAME 
COMPANY. 
ADDRESS 
CITY. 














WHY MAILING THIS COUPON CAN BE 
THE SMARTEST THING YOU DID TODAY 





If you like profit, you owe it to yourself to find 
out about the money you can make with the 
great new Ruberoid floor tile line. Look at what 
you have working for you all during 1960: 


ADVERTISING IMPACT — Big, interesting ads in 
Saturday Evening Post and 10 other important 
consumer magazines . . . 50,000,000 readers. 


INGENIOUS SALES TOOLS — 16 of them, from 
sparkling ad mats, ad reprints and samples, to 
compelling point-of-sale displays. 

A BIG MARKET —the do-it-yourself customers 
and local new home builders whom you’re already 


serving in volume. Ruberoid floor tile is sold only 
through building material wholesalers. 


A FULL LINE —asphalt and vinyl-asbestos, in all 
popular styles (marbleized, cork, confetti and 
tweed) in a wide variety of 1960 Trend Colors. 


FAST SERVICE — from the nearest of our four 
plants in New York, Illinois, Texas and Calif. 


Ruberoid’s constant growth during 70 years of 
leadership in building materials has resulted 
largely from Ruberoid’s ability to help building 
materials dealers make extra sales and profits. 
Mail the coupon above and find out how— 


RUBEROID } 


HELPS YOU BUILD... FLOORING BUSINESS 
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} important 
detail — you 
should be in it ! 


Every day hundreds of new 
home owners are discovering 
the beauty, charm and space- 
saving utility of Tyler folding 
louvered doors and shutters. 
It started as a fashionable 
trend. Now it’s sweeping the 
country! 

Your customers will ask for 
them — so get into the picture 
now. Stock, display, sell Tyler 
Louver Doors and Shutters — 
the standard of quality and 
style since 1876. 


write for 
Illustrated Catalog 


167 HAPGOOD ST. 
ATHOL, MASS. 
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Nailable Sheathing 

A new structural insulation board 
with exceptional nail-holding power is 
announced by Insulite. Called Graylite 
XXX-N Sheathing, it can be used for 
direct application of wood shingles and 
asbestos cement shingles, maker states. 
It also is said to have extra bracing 
strength, meeting FHA requirements for 
use without corner bracing. 

Market data. Graylite XXX-N Sheath- 
ing is produced from tough northern 
wood fibers. Produced in a 42” x 4’ x 8’ 
size, it is square-edged and may be 
applied with nails or staples. It is said to 
be an ideal sheathing material for all 
types of frame construction, including 
homes, farm and commercial buildings. 
The sheathing is available from distribu- 
tors and is primarily an item for con- 
tractor sale. Dealer sales aids include 
samples and literature. Insulite Div., 
Minnesota & Ontario Paper Co., Dept. 
AL, 500 Investors Bldg., Minneapolis 2, 
Minn. 
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Offers New Pressure Tape 


A new pressure tape made of Vis- 
Queen polyethylene film has a variety of 
uses in the home, on the farm and in 
the industry. It will adhere to almost any 
film, wood or metal, maker announces. 

Called PresSure Tape, it is ideal for 
use in seaming pond liners made of poly- 
ethylene film or in repairing open, trench 
or bunker-type silos. It also can be used 
for seaming concrete curing blankets or 


water vapor barriers. 

Market data. PresSure Tape is avail- 
able in rolls 2” wide x 100’ long, mount- 
ed in a tear-away container. The trans- 
parent or black tape is protected by a 
backing of specially-treated paper which 
is stripped off as the tape is applied. It is 
an ideal item for both consumer and 
contractor sales. The rolls of tape are 
packed one dozen in a shipping carton, 
which is designed to open into a display 
case. Plastics Div., Visking Co., Div. of 
Union Carbide Corp., Dept. AL, 6855 W. 
65th St., Chicago 38. 
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Double-Hung Thermopane 
Window Introduced 


Known as Super-therm, the new Car- 
adco unit shown in photograph above 
was introduced for the first time at the 
recent NAHB Show in Chicago. Its 
double-pane glass, combined with flexible 
vinyl weatherstripping on horizontal sash 
members and paiented jamb-liner, pro- 
vide exceptional insulating qualities, says 
maker. It is glazed with new single- 
strength Thermopane developed by Lib- 
bey-Owens-Ford Glass Co. The glass is 
25% lighter than double-strength Glas- 
Seal units, it is said. 

The double-pane window is especially 
designed for homeowners who want the 
benefits of storm sash in a permanently 
installed single unit that does not have to 
be changed seasonally. Sash is removable 
for easy cleaning of the unit’s two sur- 
faces. 

Market data. Frames of the Bilt-Weil 
Super-therm double-hung removable win- 
dow are made of kiln-dried Ponderosa 
Pine and are water-repellent preservative 
treated. Offering a retail markup on cost 
of 33%3%, the Super-therm is available 
from 150 millwork jobbers. There is no 
minimum dollar investment for a dealer, 
who may buy any amount. Sales aids 
include literature, displays and ad mats. 
Cooperative advertising allowances also 
are available to dealers. Caradco, Inc., 
Dept. AL, Dubuque, Iowa. 
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For more facts, 
use handy back 
cover coupon. 
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Announces One Day Installation of Full-Sized Backyard Pool 


A new process developed by Cascade 
Pools makes it possible to install a full- 
sized 16’ x 32’ pool in the ground in a 
residential backyard in one day. The pool 
is a regulation in-the-ground excavation, 
complete with its own filter system, that 
ranges in depth from 3’ to 7’. It is 
equipped with a smooth Krene liner that 
virtually eliminates pool maintenance, 
says maker. 

Secret of the installation is a new 
vacuum method of stretching the liner 
so that the pool becomes watertight and 
smooth in one stroke. A vacuum, which 
is created underneath the pool, sucks the 


liner into place instantiy, explains Cas- 
cade’s executive director Buster Crabbe. 

Market data. The pool sells for about 
$2,195 installed. It is primarily an item 
for sale to a homeowner. On a $2,000 
no-downpayment loan at 6% interest with 
five years to pay, his monthly payments 
would amount to about $50; the same 
loan on a three-year basis would require 
payments of $69 per month, maker 
states, Financing also is possible through 
Universal C.I.T. on a 10% down basis at 
7% interest, advises Cascade Pools Corp., 
3 AL, 812 Highway 33, Trenton 9, 
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Introduces New Aluminum 
Window Shutter Line 


New LoManCo Beauty-Line shutters 
are constructed of heavy-gauge, one- 
piece aluminum slats anchored securely 
im a continuous aluminum frame. Each 
shutter has predrilled corner holes 
equipped with eyelets for faster, easier 
mounting. 

The attractive shutters are completely 
assembled and painted white, ready for 
trim color. Mounting screws are fur- 
nished with the shutters. 

Market data. LoManCo Beauty-Line 
shutters are available in a full range of 
16 sizes from 14” x 35%” to 17” x 79%" 
to fit all standard windows. List prices 
range from $9.60 to $18.40. Offering a 
dealer discount of 3344%, the shutters 
are available from building supply and 


general hardware distributors. They are 
packaged one pair per carton. 

The shutters are ideal items for both 
consumer and contractor sales. Dealer 
sales aids include brochures and enve- 
lope stuffers. Louver Manufacturing Co., 
Dept. AL, 3601 Wooddale Ave., Minne- 
apolis 16, Minn. 
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Aluminum Ornamental Column 
and Threshold Lines Introduced 


President Harold Simpson was photo- 
graphed while telling merits of his firm’s 
new ornamental columns to convention- 
goers at the recent Home Improvement 
Products Show in Chicago. 

The heavy-duty extruded tubing and 
heavy-duty scrolls, 3/16” x 2”, are of- 
fered in a choice of natural aluminum 
or satin anodized aluminum finish. 
Mounting brackets are heavy cast alu- 
minum. 

Market data. The new ornamental 

(continued on next page) 
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Appalachian Hardwoods are recognizud 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con. 
sult them on your next requirements. 





*Hamer Lumber Sales, Inc., Kenova, W. Va. 


Exclusive Soles Agents for 
J. ?. Hamer Lbr. Co., Inc., Kenova, W. Va. 
Hamer Lbr. Corp., Appalachia, Va. 


vy 4 4 t, Mord: d Lumber 











Wood-Mosaic Corp., Louisville 9, Ky. 


White ond Red Oak, Wainut, Popler, Basswood, 

Beech, Cherry, Mahegeny ond Laven Lumber. Do- 

mestic and | Veneers. Hardwood Fieoring— 

Oek and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





* Member Appalachian Hardwoods 
Manufacturers, Inc. 


always specify 
APPALACHIAN HARDWOODS 
Circle No. 87 on Handy Cover Card 
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columns as well as a new line of alu- 
minum thresholds are available from 
distributors or direct from maker. Both 
are ideal items for consumer and con- 
tractor sales. Thresholds are individually 
packaged in polyethylene bags along with 
mounting screws. A dealer must stock 
one each of three sizes of the columns 
and a dozen each of four sizes of the 
thresholds. Literature on both of the new 
lines may be obtained by writing to 
Ronson Industries, Div. of Monarch Prod- 
ucts Corp., Dept. AL, 11621 South 
Ashland Ave., Chicago 43, Ill. 
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Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 


Offers Vinyl Surfaced Gypsum 
Wallboard in Five Colors 

Dealer Homer S. Spencer, Jr., Daniel 
Lumber Co., Greensboro, N. C., "admires 
colorful new Durasan panels shown to 
him by manufacturer's representative 
William E. Wright (left) at the recent 
NAHB Show in Chicago. 

The vinyl surfaced gypsum wallboard 
panels are available in five colors: desert 
tan, cloud gray, coral rose, willow green 
and aqua. They may be applied by one 
of two basic methods: nailing with 
matching colored nails, called Kolorpins, 
to studs placed on 16” centers or to 
furring strips, rafters, masonry or plaster 
walls or by cementing with Gold Bond 
Joint Cement to solid existing wall sur- 
faces. 

Market data. Durasan Panels retail for 


approximately 30¢ per square foot; usual 
retail markup on cost is 33 1/3%. Avail- 
able now direct from maker, the panels 
are packaged two pieces to a bundle, 4’ 
wide x 7’, 8’, 9 or 10’ long and in 
thicknesses of 2” or 96”. The panels are 
ideal items for both consumer and con- 
tractor sales. There is no minimum 
dollar investment for a dealer. Sales aids 
include ad mats, literature, displays and 
samples. National Gypsum Co., Dept. 
AL, 325 Delaware Ave., Buffalo 2, N. Y. 
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Aluminum-Faced Reflective 
Insulation Sheathing Offered 


Called Aluma-Sheeth, a new alumi- 
num insulation board is printed with 
nailing location dots. These are 3” apart 
in rows on 16” centers. A workman 
merely fastens his first row at the corner 
stud and then automatically knows where 
to nail at each successive stud without 





PLYWOOD? 








CALL AETNA 


Phone Chicagc Irmiita 
AETNA PLYWOOD AND cabo co 
ells Me @hailes 1731 Elst A 
Teolsleil-t Me dole Gielge| Pe 3 } f x 
In Wisconsin, The Milwaukee Plywood Company 


Uvitvaell] 4-1-Melite Mma elti to]? 
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We're Building Shellac Sales for You! 
Watch for ads promoting 


shellac-finished interiors and 
“How to Use Shellac” ideas. 


" Shellce Information Bureau © 51 Pine Street, New York $; N.Y. 
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Lots of competition in 1899, too. The 
winner? Why, the dealer with Heyer 
Picnic Table and Bench Steel Frames, of 
course. Because they are a complete line 
full price'“range . . . exclusive K- 
Brace for 30-second KD and re-assembly 
. and old-fashioned quality standards. 
Ask your wholesaler, or write us. 
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dropping a plumb line or measuring for 
location. 

In addition to the usual 48”wide pan- 
el, the maker offers a full 49” x 870” (al- 
so 9’0”) size of the reflective sheathing. 
This, in addition to the nominal thickness 
of the sheets, permits overlapping | at 
every third stud and eliminates one addi- 
tional nailing operation for every panel, 
says maker. 

Market data. Aluma-Sheeth has many 
applications other than new wall sheath- 
ing and residing work: in attics, crawl 
spaces, utility rooms, garages, silos, 
barns and storage sheds. Available now 
direct from maker, it is primarily an item 
for contractor sale. It is packaged 165 
pounds to a bundle of 540 square feet. 
Dealer sales aids include samples, bro- 
chures and specifications sheet. Denny 
Corp., Dept. AL, 20th & Washington 
Ave., Philadelphia 46, Penna. 
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Has Economy Folding Door 


Strips of natural Philippine mahogany 
form the body of the new Woodflex 
Economy folding door. It is ready to be 
hung “as is” or spray-painted to match 
walls or predominating colors. Nylon 
glides provide easy action and heavy, 
durable hardware guarantees years of 
trouble-free service, says maker. For pos- 
itive closing, a magnetic catch is pro- 
vided. 

Market data. Woodflex is available in 
sizes from 2’6” x 6’8” to a maximum, 
in pairs, of 25’ x 8’. In-between heights 
are easily accommodated by cutting the 
door with a hand saw or any strong 
shears. Approximate retail price for a 
30” x 80” door is $5.95 

Woodflex is ideal for use as a room 
divider, closet or passageway closure. It 
is packaged complete with instructions 
for easy installation by a homeowner. 
American Accordion-Fold Doors, Inc., 
Dept. AL, 175-35 Liberty Ave., Jamaica 
33, N. Y. 
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Two New Ventilating Range 
Hoods Announced 

Two new ventilating hoods for ranges 
are prewired for installation ease. Both 
have mitered corners permitting free 
opening of adjoining cabinet doors. 

The DeLuxe Champion model removes 
stale air, smoke and odors with a high 
pressure centrifugal blower unit pulling 
through a washable, lifetime filter, says 
maker. The filter is quickly removed for 
cleaning. The blower is powered by a 


two-speed motor; air discharge is through 
the rear or top. 

The Challenger model removes air 
through a powerful electric motor and 
fan unit. It also pulls air through a 
washable filter. Two incandescent lights 
and fan are controlled by front-mounted 
butterfly switches. 

Market data. Offering a retail markup 
on cost of 40%, the two lines are avail- 
able from over 400 distributors. They are 
ideal items for both consumer and con- 
tractor sales. Both styles are individually 
cartoned and are available in 30”, 36”, 
42” and 48” width sizes in coppertone 
and silvertone finishes. A dealer may buy 
as little as one hood. Sales aids include 
literature, envelope stuffers, national 
advertising, ad mats and displays. The 
Lau Blower Co., Builder Div., Dept. AL, 
2027 Home Ave., Dayton 7, Ohio. 
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Rubber-Mounted Ceramic 
Flooring Available rs 


Called Ceramaflex, a new floor tile 
combines the resilience of rubber with 
the beauty and permanence of ceramic 
mosaic tiles. It is made of Romany- 
Spartan unglazed 1” x 1” ceramic units 
permanently bonded into a flexible rubber 
grid. The tiles are exactly 9” x 9” square 
and 7/32” thick. Sixty-four 1” x 1” ce- 
ramic mosaics are contained in each Ce- 
ramaflex tile. 

Ceramaflex is ideal for use in family 
rooms, kitchens, bathrooms, entrance 
halls, utility rooms and dinettes. Even the 
heaviest furniture will not indent Cera- 
maflex floors, says maker. Ceramaflex 
floors are kept clean and bright with 
occasional damp mopping. 

Market data. Ceramaflex tiles are 
packed thirty-six 9” x 9” units to a carton 
containing 20.25 square feet. They are 
easily installed with Ceramaflex adhesive 
No. 9500 over most smooth, sound sub- 
floors, says maker. The floor tile is 
available from Romany-Spartan distribu- 
tors in a choice of 12 ceramic mosaic 
designs and colors. It is an ideal item for 
both consumer and contractor sales. 
Dealer sales aids include a “How to In- 
stall” folder now available from United 
States Ceramic Tile Co., Ceramaflex Div., 
Dept. AL, 217 4th St., N.E., Canton 2, 
Ohio. 
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Here's the one that \ 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


WATER} 
PUTTY 


WILL NOT SHRINK 
STICKS AND STAYS pyr 
' 


—— 








Most dealers repor’ 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
—t year after 
year.” What’s more, 
Durham's Rock- 
Hard Water Putty 
ives you by far the 
st profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. lene patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
lay. Available in 25, 50, 100-lb. drums for 
dustrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
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SYMONS 
Steel Stake 


Pullout hole 
for easy 
removal 





Can Be 
Reused 
Indefinitely 


Easily secured 
to lumber— 
can be nailed 
every 1” 0.C 


1)” beam design 
drives easier, 
holds best 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work. This popular 
and profitable item 
is available in 12”, 
18”, 24”, 30”, 36” 
and 42” sizes. 


<> Syms 


SYMONS CLAMP & MFG. CO. 
4267 Diversey Ave., Chicago 39, Ill., Dept. C-O 


Please send complete dealer price information 
on your STEEL STAKE. 


Hi-Carbon 
Alloy Steel 
tough to bend 


Rugged point 
with minimum 
deflection 





Name 





Firm 





Address 





Ee | State. 
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Embossed Aluminum Siding 
in Seven Colors 


Vice-president Norman S. Gilbert was 
photographed while describing the merits 
of his firm’s embossed aluminum sid- 
ing to convention-goers at the recent 
HIPShow in Chicago. 

Koverlum Embossed Aluminum Siding 
with or without insulated backer-board 
is available in seven colors: pink, green, 
gray, beige, yellow, blue or white. The 
embossed siding has all the built-in fea- 
tures of Koverlum Regular and Kover- 
lum Insulated, including factory-notched 
ends, prepunched nail holes and weep 
holes, maker announces. 

Market data. Koverlum embossed sid- 
ing is offered in packages of 100 square 
feet and 200 square feet. It is available 
from distributors or direct from maker. It 
is primarily an item for contractor sale. 
Dealer sales aids include national adver- 
tising, sample kits and wall displays. A 
four-foot cube illusion box shows cus- 
tomers views of actual model houses be- 
fore-and-after the application of the sid- 
ing. The views, transformed automatical- 
ly, include such home improvements as 
picture windows and porch balustrades. 
Literature describing Koverlum Embossed 
may be obtained by writing to U. S. 
Aluminum Siding Corp., Dept. AL, 10551 
W. Anderson Place, Franklin Park, Ill. 
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Has Versatile Tropix-Weve 
Wood Doors 


Tropix-Weve wood doors offer a stile 
and rail selection of kiln-dried rich-tone 
redwood, blond mahogany or clear white 
pine, explains assistant sales manager 
Tom Bischoff (right) to dealer F. P. 
Walensky, Walensky Lumber Co., Sioux 
City, Iowa, at recent HIPShow in Chi- 
cago. 

Clopay Wood folding doors (bi-fold, 
accordion, bypass, sliding and convention- 
al hinged) are manufactured of kiln-dried 
lumber, all joints mortise and tenon, 
glued and pinned. The doors are smoothly 
sanded, ready for finishing. 

Market data. Su ed retail price of 
the bi-fold unit shown in photograph 
above is $41.80. Offering a dealer dis- 
count of 3345%, it is available from 
distributors or direct from maker. The 
unit is produced in both standard and 
custom sizes as well as in a Shoji style. 
The doors are individually cartoned and 
equipped with hardware. They are ideal 
items for both consumer and contractor 
sales. A dealer may buy as little as one 
door. Sales aids include catalogs, liter- 
ature, national advertising and a door 
display. Clopay Corp., Door Division, 
Dept. AL, Clopay Square, Cincinnati 14, 
Ohio. 

Circle No. 216 on Handy Cover Card 


The Garage-Aire Combines 
Garage and Patio 


Distributor J. David Rasure (right), 
Topeka Builders’ Supply, Inc., Topeka, 
Kan., learns how easily American 
Screen’s Homeshield components can 
convert a garage into a livable patio 
from sales manager T. E. Trolinger at 
the recent HIPShow in Chicago. 

American Screen furnishes the alumi- 
num roll-formed lineals and Owens- 
Corning Fiberglas screen cloth to Ray- 
nor Mfg. Co., fabricator of the new 
Garage-Aire, admired by distributor Ra- 
sure below. The complete Raynor Ga- 
rage-Aire package includes Raynor ga- 
rage door for rear garage wall, screened 
panels, access door for outside entrance 


to screened enclosure, bypassing screen 
door for front garage door opening. 

Homeshield components for screens, 
storm sash, patio and pool enclosures 
also are available either kd or as a fin- 
ished product from distributors. De- 
scriptive literature may be obtained by 
writing to American Screen Products Co., 
Dept. AL, Chatsworth, II. 

Market data. Suggested retail price of 
The Garage-Aire is $795. It is available 
from distributors in packaged form. It is 
an ideal item for both consumer and 
contractor sales. A dealer need buy 
only one Garage-Aire. Sales aids include 
national advertising, literature and dis- 
plays. Raynor Mfg. Co., Dept. AL, Dix- 
on, Iil. 
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Prevents Moisture Damage Offers Paint Grade Door 


A new dehumidifier is an 
ideal addition to any home 
workshop, library or recre- 
ation room. Capable of re- 
moving up to 33 pints of 
moisture from the air in 24 
hours, it can save money by 
preventing moisture damage. 
Tools will not rust, wood is 
kept dry and it will prevent 
record warping, maker states. 
An automatic control regu- 
lates the amount of mois- 
ture being removed and the 
unit will automatically shut 
off when the desired condi- 
tions are reached. The de- 
humidifier now is available 
from 80 Westinghouse ma- 
jor appliance distributors. 
Westinghouse Electric Corp., 
Dept. AL, 3 Gateway Cen- 
ter, Pittsburgh 30, Penna. 
Circle No, 218 of Handy Cover Card 
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Outer faces of a new 
Weldwood Duraply Exterior 
Paint Grade Door are over- 
laid with the same water- 
proof and abrasion-resistant 
material used for boat hulls 
and Duraply siding. One 
prime coat and two finish 
coats of eee quality paint 
can last four to five years, 
maker says. The seven-ply 
Algoma-made door has the 
added advantage of heart- 
wood cedar stiles and rails. 
The door is offered in two 
styles: Staved Lumber Core 
Construction with core of 
kiln-dried wood blocks and 
Stay-Strate Construction with 
Weldrok incombustible min- 
eral core. United States Ply- 
wood Corp., Dept. AL, 55 
West 44th St., New York 36. 
Circle No. 219 on Handy Cover Card 





new SALES AIDS 


Promotes Panelok System 


Handsome woodgrained panels in con- 
trasting tones are alternated to create 
the eye-catching display used by Ruben- 
stein Lumber Co., Elmwood Park, IIL, 
to promote the new Masonite Panelok 
system. President Louis B. Rubenstein 
was photographed while watching pur- 
chasing agent Henry G. Vrechek adjust 
a bracket to be featured in a new dis- 
play frame. 

Attached with a ressure-sensitized 
backing so that the die-cut center sec- 
tion fits over the slotted lockstrip, the 
display frame is used to promote vari- 
ous Adjust-a-Bilt fixtures used with the 
Panelok system. For further details 
about the attractive wall display, write 
to Masonite Corp., Dept. AL, 111 W. 
Washington, Chicago 2. 
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Develops a Magic Circle to 
Merchandise Deft 


A new merchandising unit, called the 
Magic Circle, holds a mass display of 
Deft Wood Finish in ali sizes. The unit 
is solidly made of wood and durably 
finished. Its circular base requires only 
30” of floor space. 

Tripod legs hold four circular shelves 
of Deft. Above the top shelf is a revolv- 
ing unit of six Deft-finished wood = 
els showing how easily a beautiful clear, 
natural finish can be quickly achieved 
on any interior wood. Capping the unit 
is a triangular selling message and a 
Deft can with attention-getting mobiles. 

The newly-developed, $47.50 Deft 


Magic Circle unit is offered free of 
charge to any dealer ordering 34 gallons 
in any combination of Deft sizes. Des- 
mond Bros. Paint Co., Dept. AL, P. O. 
Box 2216, 1526 W. 228th St., Torrance, 
Calif. 
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Ceiling Tile Promotion to 
Woo the Do-It-Yourselfer 


National Gypsum Company’s new 
“Saturday Sound-Off” spring ceiling tile 
promotion is particularly directed to the 
do-it-yourselfer. The promotion stresses 
that noise in any room can be subdued 
with Gold Bond’s sound-absorbing ceil- 
ing tiles and that installation is an easy, 
one-day job. The promotion, featuring 
brush-textured Silentex, will appear in 
national advertising during March and 
April. 

Complete material for local market 
tie-ins now is available to dealers. A 
special Do-It Kit also has been prepared 
for handout by dealers to buyers of the 
tile. The kit contains both useful and 
fun items for everyone in the family. 
National Gypsum Co., Dept. AL, 325 
Delaware Ave., Buffalo 2, N. Y. 
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Concrete Finishing Trowels 


Two new gasoline-powered, concrete 
finishing trowels are announced by Re- 
mington Arms Co. Model T-434 is 
powered with a 3 hp engine and has a 
34” blade sweep. Model T-428 is a 2% 
hp unit with a 28” blade sweep. Briggs 
& Stratton engines are used on both 
tools. 

Both power trowels have blade pitch 
controls and engine controls with safety 
throttle releases mounted on the handles. 
The tools also have automatic clutches 
and the engines are mounted on rails for 
easy belt changing and adjustment. The 
T-434 is equipped with quick change 
knobs so that no tools are needed to 
change blades. 

The T-434 has a suggested retail price 
of $420, while the T-428 is priced at 
$295. Remington Arms Co., Inc., Dept. 


SSU%E- MOUNTED 





Puts Post Card to Work 
as a Silent Salesman 

A post card imprinted with a dealer's 
name and address is an integral part of 
a display pointing up Bennett-Ireland’s 
new mounting device for attached fire- 
screens. A homemaker, after viewing the 
custom-cut recessed Flexscreen equipped 
with the new Minit-Mount pressure bar, 
takes the post card home. He fills in 
the width and height of his fireplace and 
mails the card to the dealer, who relays 
the order to the manufacturer. A com- 
pletely assembled screen is shipped, the 
customer picks it up and can install it 
himself in less than a minute just by 
tightening a screw. 

The display stand, with the recessed 
Flexscreen and order cards, is designed 
to boost profits without worrisome in- 
ventories and installations. Bennett-Ire- 
land, Inc., Dept. AL, Norwich, N. Y. 
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(For more new sales aids, see next page) 


AL, 939 Barnum 
Conn. 


Ave., Bridgeport 2, 
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new LITERATURE 


Time-Saving Card——See Back Cover 


A special plan sheet fully describes an exhibit of lumber and 
how it can be used in a showroom or store window. Called the 
Lumber Forest, it consists of free-standing upright boards of 
varied lengths, widths and end-shapes. Each board is finished in 
a rich, bright, deep or traditional color, pointing up the current 
color-on-wood campaign of the Western Pine Assn. All 10 of 
Western Pine region’s lumber species are included in the dis- 
play. A copy of the plan sheet may be obtained by writing 
Western Pine Assn., Dept. AL, 510 Yeon Bidg., Portland 4, Ore. 

Circle No. 225 on Handy Cover Card 


“Painting Insulation Board” is the title of a new, 10-page 
booklet listing proper methods for paint application to exterior 
and interior insulation board products. Glossaries of insulation 
board terms and paint terms as well as a chart for rapid refer- 
ence when selecting coating materials for various insulation 
board products are included. Single copies may be obtained free 
of charge by writing manager Charles M. Gray or technical di- 
rector Robert A. LaCosse, Insulation Board Institute, Dept. AL, 
111 W. Washington St., Chicago 2. 
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Insulite Ceilings. A new four-page, full-color folder describes 
the merits of Insulite’s complete line of acoustical and decora- 
tive ceiling tileboards. Liberal photographs show all eight of the 
manufacturer's tiles. The folder also points out the washable 
feature of Insulite tile. Copies of the folder may be obtained 
without charge by writing Insulite Div., Minnesota & Ontario 
Paper Co., Dept. AL, 500 Investors Bldg., Minneapolis 2, Minn. 
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Simpson Plywood. Printed in full-color, a 20-page catalog, 
A.I.A. No. 23-L, describes and illustrates the complete line of 
Simpson standard and specialty plywoods: redwood, pine, Doug- 
las fir, hardwoods, high and medium density overlaid and hard- 
board faced. Complete grade, physical characteristics and color 
photographs of each plywood product are included. Copies of 
the catalog may be obtained by writing Simpson Logging Co., 
Dept. AL, 1032 White Bldg., Seattle 1, Wash. 


The 1960 edition of WCLA’s “Where to Buy” directory 
now is available. The 52-page book lists approximately 250 
sawmills in the Douglas fir region. Each mill’s listing includes 
the address, key personnel, capacity, facilities and species pro- 
duced. Forty different manufactured items are listed across the 
top of each page. The directory also includes wood pipe manu- 
facturers, timber fabricating and wood treating companies. 
West Coast Lumbermen’s Assn., Dept. AL, 1410 S.W. Morrison 
St., Portland 5, Ore. 
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Plastic Molded Drawers. Installation procedures and typical 
end uses of plastic molded drawers for built-ins are described in 
a new, 16-page booklet. A how-to idea guide, it is available on 
request from Plastics Div., Monsanto Chemical Co., Dept. BI- 
AL, 100 Monsanto Ave., Springfield 2, Mass. 
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Asphalt Tile. A new folder shows the complete line of Azrock 
asphalt tile styles and patterns. Entitled “Azrock—Yours for 
Beautiful, Low-Cost Flooring,” the folder includes color photo- 
graphs of the designs available in Azrock asphalt tile in marble 
tones, terrazzo tones, cork hues and carpet tones. Especially de- 
signed for consumer handout, the folder is available free of 
charge from Azrock Floor Products Div., Uvalde Rock Asphalt 
Co., Dept. AL, P. O. Box 531, San Antonio, Tex. 
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A new four-color brochure includes new motel designs using 
Tectum roof deck and form plank materials. Contemporary use 
of concrete slab and Tectum form plank for beauty and econ- 
omy is fully described. Illustrations include some of the newest 
motel accommodations. A copy of the brochure (M-60) may be 
obtained by writing Tectum Corp., Dept. AL, 535 E. Broad St., 
Columbus 15, Ohio. 

Circle No. 232 on Handy Cover Cord 

A new Interim Federal Specification for Vinyl Asbestos 
Floor Tile (L-T-00345) is announced. The specification is 
for %” tile only and covers requirements for size, thickness, 
indentation, dimensional stability, flexibility, resistance to re- 
agents and curl. Single copies may be obtained by writing to 
General Services Administration, Standardization Div., 7th & 
D Sts., S. W., Washington 25, D. C. 

A similar specification for vinyl asbestos tile has been 
prepared by the Asphalt and Vinyl Asbestos Tile Institute. 
In addition to covering the requirements for %” tile, it also 
includes those for the thinner gauges of tile. Single copies 
may be obtained without charge by writing to Asphalt and 
Vinyl Asbestos Tile Institute, Dept. AL, 101 Park Ave., New 
York 17, N. Y. 
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NEW SALES AIDS 
(begins on page 83) 





Fifty Decorating Ideas 
for Homemakers 

A new counter display now available 
offers customers a 24-page booklet en- 
titled “Bright Ideas to Brighten Your 
Home.” The booklet includes 50 home 


decorating ideas and coler schemes that 
are keyed to the most popular patterns in 
Vinyl Accolon, Armstrong’s low-cost 
rotogravure plastic floor covering. ‘ 

The color schemes and decorating 
ideas have been announced on Art Link- 
letter’s House Party daytime television 
show, which features Vinyl Accolon in 
commercial messages three times a week. 

The counter display and booklets may 
be obtained by dealers from Armstrong 
salesmen or wholesale distributors. Arm- 
strong Cork Co., Dept. AL, Lancaster, 
Penna. 
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Ornamental Iron Merchandiser 


Colonel Logan Ornamental Iron’s new, 
free-standing display is composed of 
wrought iron column, bracket, section of 
porch and step railings, ornaments and 
fittings. Plywood steps and “wing base” 
also are part of the display. 

The new unit measures 8’ high, 5’ 
long and 2’ wide. Iron is painted light 





Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 


blue and wood parts are black. A gold- 
and-blue satin banner is offered with 
each display. The unit now is available 
from distributors for $19.75 each plus 
freight from the distributor’s warehouse. 
Weight, including shipping crate, is 85 
pounds. Colonel Logan Ornamental Iron, 
Dept. AL, 200 Cabel St., Louisville 6, 
Ky. 
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‘Have You Overlooked This?’’ 


_ following manufacturers were car- 
ried in the February 29 issue of American 
Lumberman & BPM and are again listed 
with their inquiry numbers for your con- 
venience. Use the Handy Cover Card for 
more information. 

Acme Steel Co. 

Write for information on how Acme’s 
Idea Men can help you solve handling 
problems. 

Caradco, Inc. 4 

“Bilt-Well” removable awning windows 
feature exclusive quick hinge release 
making sash removable from inside 
without tools. 

Concord Woodworking Co. il 

Free illustrated catalog of lawn and gar- 
den wood products available. 

Deniston Co. 

Literature and price information availa- 
ble on Deniston ‘‘Lead-Seal”’ and Denco 
Lead-Head metal roofing nails. 

Dennix Products Co. 24 

Do-it-yourself catalog offered showing 
uses of Dennix round tapered, and ex- 
tra heavy square tapered legs 

Dodge Corp., F. W. 8 

Free book ered—‘How Material and 
Equipment Pirms Get More Business in 
New Construction.” 


Friden, Inc. 
Friden introduces “Practimation’’—the 
custom-fitted application of today's fin- 
est automation equipment to particular 


Goodyear 2 
Get the full story on the two-way profit 
deal with “Evergieam” vinyl counter 
top and “Noscrub” true vinyl flooring. 


Hertz Truck Lease 10 
Offers fact-filled booklet—“How to Get 
Out of the Truck Business.” 


Linseed Oil Products Corp. I 
Information offered on line of 
“Behr-Process” Finishes for redwood. 


Lober & Associates, M. ................-. 25 
Lober provides information on big Pow- 
er Mower profit. 


National Mfg. Co. 26 
Get full details of National’s special mer- 
chandiser offer. 


Pickering Lumber Corp. 
Pickering announces new 
Plywood. Write for more Pa el 


Republic Steel Corp. 
nformation available on Truscon alumi- 
num Single-Hung, Awning, and Hori- 
zontal Sliding windows. 


Skil Corp. 
Complete information offered on Skil’s 
new Snap/Lock Grinder as well as oth- 
er 500 Line tools. 


Valspar Corp. 

Valspar offers a complete line of paints, 
varnishes, and enamels for inside and 
outside use. 

Waterlox Div., Empire Varnish Co. ...... 14 

Use handy cover card to get free 16- 
page booklet—* ‘Natural Wood Finishes 

with Waterlox. 
Welsh Plywood Corp. 

Write for information on new “Blend- 

wood” paneling by PlyWelsh. 


ADVERTISERS’ 


INDEX 





Aetna Plywood & Veneer Co. 

Allied Chemical Corp., 
Barrett Division 

Aluminium Ltd. 

American Bleached Shellac 
Manufacturers Assn. 

Appalachian Hardwoods 

Arrow Fastener Co., 


Barrett Division, 

Allied Chemical Corp. 
Beverly Mfg. Co. 
Brown & Co., George C. 
Bruce Co., E. L. 


Celotex Corp., The 
Cohn-Hall-Marx Co. 
Columbia Mills, Inc., The 


Desmond Brothers 
Dexter Lock Division, 
Dexter Industries, 
Durham Co., Donald 


Filon Plastics Corp. 

Flintkote Co., The 

Ford Div. of Ford Motor Co. 

Formica Corporation, Sub. of 
Cyanamid 


Georgia-Pacific 

Gerrard & Company, A. J. 
Goldblatt Tool Company 
Goshen Mfg. Co., The 
Graham & Co., Inc., John H. 


Habitant Fence, Inc. 

Hager & Sons Hinge Mfg. Co., 
Hamer Lbr. Sales, Inc. 
Heyer Mfg. & Sales Co. 
Hines Lbr. Co., Edward 
Hoenig Plywood Corp. 


Inland Steel Products Co. 
Insulite Div., Minnesota & Ontario 


Johns-Manville 


Kaiser Aluminum & Chemical 
Sales, Inc. 
Kennatrack Corp., 
Sub. of Ekco Products Co 
King Cotton Cordage 
Kordite Corporation 


Lufkin Rule Co., The 


Mack Trucks, Inc. 

Mauk Lbr. Co., The C A. 
Mauk Seattle Lbr. Co. .... 
Minnesota Mining and Mfg. Co. 


National Gypsum Co. 


O’Brien Corporation, The 


Pacific Lbr. Co., The 
Pickering Lbr. Corp. 
Pierce & Stevens Chemical Core. 
Pratt & Lambert, Inc 


Richards-Wilcox Mfg. Co. 
Ruberoid Co., The 


Safe Padlock & Hardware Co 
Southwest Forest Industries 
Symons Clamp & Mfg. Co. 


Templin Associates, 
Tyler Co., Arthur F. 


Universal C.1.T. Credit Corp. 
U. S. Plywood Corp 


Warp Brothers ‘ 
Waterlox Division, The Bagive 

Varnish Co. . 
Western Red Cedar Lumber Assn. 
Williams Inspection Co., Inc., A. W 
Wood Company, John 
Wood-Mosaic Corp. 
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HELP WANTED 











FLORIDA TRUSS PLANT 

Man wanted in vicinity of Tampa experi- 
enced in operating plant building wood 
trusses. Man with pre-fab or component 
parts ex rience preferred; however, man 
with engineering and lay-out experience in 
the building of trusses and who can sell is 
the principal requirement. Address Box L- 

American Lumberman and Building 
Products Merchandiser. 


DETAILERS—Experienced in shop drawings 
for all types of Architectural Millwork. 
Please give age, experience, availability and 
mes of drawings, if possible. Permanent 
e ee Salary commensurate with 
ability and excellent working conditions. 
| years old midwestern firm. Address 





x L-40 American Lumberman & Build- 
ing Products Merchandiser. 


Building Material Sales 
The Insulite division of the Minnesota and 
Ontario Paper Company offers rewarding 
sales career opportunities for young men 
jagee 26-35 preferred) in this well-estab- 
lished, yet expanding organization. We are 
seek men with proven sales ability whose 
present positions may not offer sufficient 
challenge or opportunity for advancement. 
New men are paid on salary during an 
initial training period and upon territory 
assignment are compensated on a salary plus 
bonus basis. In addition, these paattlons 
offer exceptional employee benefits paid for 

by the company. Car furnished. 
Write Don Lindert, Minnesota and On- 
a Co., 500 Investors Bldg., Mpls. 








LUMBER SALESMEN 


Excellent oportunity if you are hard-work- 
ing, aggressive, 25 or older, with knowledge 
of lumber and a desire to sell at a good 
income. 
We are well-known, long established no- 
yard wholesalers with choice openings for 
men to sell retail lumber dealers and indus- 
trial accounts in following exclusive terri- 
tories with no weekend travel: 

Chicago; 

Joliet-Waukegan territory; 

Rockford and northern Illinois; 

Madison and southwest Wisconsin 

Eastern Nebraska 

Central and southern Missouri 
We pay “ ¢ of profits with guarantee of 
Salary and full expenses including car. 
If you are already established selling lumber 
in one of these territories and are at all dis- 
satisfied, you would find our supplying mills 
the finest and our arrangement most profit- 
able. 
Our employees know of this ad. 
In your confidential reply to Box L-55 
American Lumberman & Building Products 


Merchandiser, please outline full personal 
background and work experience. 





Two Salesmen Wanted to call on lumber 
dealers for wholesaler. Area one—Green Bay 
and Fox River Valley. Area two—Northern 
Wisconsin and pest peninsula. Require- 
ments: capable, ambitious, with sales expe- 
rience and knowledge of building materials. 
Salary and/or commission. Send references, 
ualifications, recent photo, pay expected. 
ddress Box L-50 American Lumberman & 
Building Products Merchandiser. 





BRANCH MANAGER 
LUMBER YARD 


Agressive, experienced man to take 
complete charge of new modern yard. 
Must be self-starter with ability to 
make decisions and carry them 
through. Heavy selling experience de- 
sirable as well as managerial direc- 
tion. $7500 or more to start. Free in- 
surance; all company benefits. Write 
stating qualifications and reasons for 
desiring a change. All replies confi- 
dential. Southern Ohio location. Ad- 
dress Box L-54 American Lumberman 
& Building Products Merchandiser. 





SITUATIONS WANTED 











BUSINESS OPPORTUNITIES 














LUMBER MANAGER 
Thoroughly experienced manager, heav. 
volume, housing subdivisions, ready mix, 20 
years ow. Base plus % of 
profit. Have proven record of successful 
management. Address Box L-52 American 
Lumberman & Building Products Merchan- 
diser. 


Manager or assistant manager 
sied. Sixteen years experience all phases 
of the lumber business. working 
knowledge of merchandising, advertising, 
buying, estimating, and customer relations. 
Presently employed. Address Box L-56 
American Lumberman & Building Products 
Merchandiser. 


SALES REPRESENTATIVE 
WANTED 





ition de- 














LUMBER AND BUILDING 
MATERIALS SALESM. 


AN 
Wholesale Salesman: Excellent 0; 
for an alert man to sell Retail alers in 
Kentucky, Indiana, and Ohio. If you are 
seeking greater financial — es with 
an expanding company please write Box 
L-33 American Lumberman & Building 
Products Merchandiser. Our employees 
know of this ad. 


Representative calling on building supply, 
lumber and millwork companies to sell com- 
lete line of steel medicine cabinets, popu- 
arly priced. High commissions. Well rated 
firm. Write full particulars giving territory 
regularly travelled, experience, and_refer- 
gg to Zenith Metal Products Co., Primos, 
a. 


portunity 








Manufacturers representatives to sell line of 
pameetes build specialties to lumberyards, 
uilding sj es wholesalers, oor 

Idi —_ ti hol flooring 
suppliers, etc. Lucrative territories available. 
Tremendous opportunity in Peed — 
ing field. Address Box L-28 American Lum- 
berman & Building Products Merchandiser. 





SALES REPRESENTATIVE 
AVAILABLE 











Established West Coast Lumber & Plywood 
buyer wishes to represent Eastern or Mid- 
western company as West Coast representa- 
tive. We have an excellent phe 7 a and 
good mill connections with qualified person- 
nel and facilities ready to serve your re- 
———- with fast, economical and effi- 
cient service. Ad Box L-53 American 
rams & Building Products Merchan- 
iser. 





BUSINESS FOR SALE 








FOR SALE—Lumber yard Paint and Hard- 
ware in Alaska. Average Gross $90,000. Ideal 
for man and wife. Terms. Address Box K- 
62 American Lumberman & Building Prod- 
ucts Merchandiser. 


Established building material yard in north- 
western Pennsylvania. Will sell or lease 
land and improvements. Consider any rea- 
sonable offer. Address Box L-38 American 
Lumbe: & Building Products Merchan- 








FOR SALE OR LEASE 
Ideal owner-manager lumber and builder's 
supply business. Located near Los Angeles. 
Box L-35 American Lumberman & 
Building Products Merchandiser. 


LUMBER YARD & SAWMILL FOR SALE 
Complete circle saw sawmill now opereies. 
10” gun, hea er, gang trimmers, lath, 
mill, 2 steam , green chains, 2 Ross 
stradle trucks, 1 fork truck. Planer; Yates 
American A 20, band resaw, Canadian trim- 
mer, and dry chains. Plenty of sheds. Log- 
ging equip: 6 trucks, 2 loaders, 3 Diesel 
tractors, 1 bulldozer. Located in one of the 
best kets. Plenty of timber available. 
Also retail lumber yard in growing oil field 
community. Terms can be arranged. WELLS 
LUMBER COMPANY, WELLS, XAS. 


FOR SALE—Profitable retail lumber busi- 
ness centrally located in the heart of the re- 
sort area of northern lower Michigan. Clean 
stock and good buildings. Address Box L-4 

American Lumberman & Building Products 
Merchandiser. 











Lumber yard. $155.00 per month plus main- 
tenance. Inventory about $16,000.00. Sales up 
to $160,000.00. Available immediately. Loca- 
tion: Central Wisconsin. Write Box L-49 
American Lumberman & Building Products 
Merchandiser. 


Active medium size Sash & Door Business, 
Minnesota Corporation. Good Machinery and 
Personnel for Custom or Stock Millwork. 
56% Interest $48,000.00. Reason Retirement. 
Part Terms to qualified buyer. Replies con- 
fidential. Address Box L-51 American Lum- 
berman & Building Products Merchandise. 








RAILS WANTED 











. Bought and Sold. 
Trucks in stock. 
Ave., New 
ttsburgh 22, Pa. 


RAILS: New and Relayi 
1000 Good Serviceable Ki 


M. K. FRANK, 480 Lexi 
York 17. 400 Park Bidg., 








MACHINERY FOR SALE 
Cs 








CRANE FOR SALE $7500.00 
L 40 Lorain % yd. Crawler Crane with 
D4600 caterpillar diesel engine. Constantly 
maintained; excellent condition. Cost about 
$25,000.00 new. Can be seen in Healdsburg, 
Calif. Call Windsor, Calif. Vernon 8-2556 or 
ou would like to trade lumber for it, call 
collect the Eastern wholesaler owner Phila- 

delphia, Penna. Chestnut Hill 8-0600. 





It’s hard to believe if you haven't seen 
it, but one man can actually do the 
work of four in warehousing mate- 
rials,, with simple, low-cost equip- 
ment. Greater capacity, lower han- 
dling cost and a smaller investment 
in equipment will make your ware- 
housing more profitable—send for 
details of an exclusive plan. Address 
Twin-Tilt, P. O. Box I-6, Cincinnati, 
Ohio. Please give name and title on 
your business letterhead. No obliga- 


tion. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO 

119 North Fourth Street 

Minnea Minn. 


For Sale—Ap wenuately 200 pes six foot 
dry kiln trucks, channel frame. KLATZKY 
BROTHERS INC. 





Q P. O. Box 14, Houghton, 
Michigan. Phone No. 122. 





CLOSEOUT 


Bargain by 
Manufacturer 


ALUMINUM 
TENSION SCREENS 


All New Stock 
Packed six to carton 
Sixteen sizes. 


SEND FOR LIST AND 
PRICES 


FRANK F. ANDERSON 
P. O. Box 592 Ft. Smith, Ark. 





MISCELLANEOUS WANTED 











Wanted 
300 Greenhouse Sash, New or Used, Open or 
Glazed. Reply stating condition, . age 
ies and price. Don Moon Lumber Co., 
Manitou Beach, Michigan. 
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MANAGEMENT WORKSHOP-IN-PRINT 


A Workshop Plan for 
Compensating Salesmen 



































An “outside’’* salesman’s commission schedule for the modern lumber and building 
products retailer which will attract and hold the best retail salesmen available 


After months of discussion in the American Lumber- 
man workshops—with hundreds of dealers participating— 
the following salary (drawing account) and commission 
plan has evolved which meets the essentials of an ideal 
compensation plan. (See Box) 

If your mark-ups (compensatory pricing) are such as to 
provide adequate net profit before taxes, you may use 
the following schedule as a basis for compensation of 
salesmen: 

For price category #1—Carloads shipped direct to the 
customer—a “commission” of 1 to 142% of the selling 
price. 

#2—For carloads delivered from siding—1% 
to 2% “commission”. 

Category #3—For sales involving extra large quantities 
of materials and for all sales where list prices are lowered 
to meet competition—2 to 3% “commission”. 

Above prices should always be established by the 
executive rather than the salesman. In many cases above 
types of business are considered “house accounts,” are 
sold by the executive, and salesmen are not involved. 

For consumer sales and contractor sales made at con- 
sumer prices, the following schedule is used: 


#4—For house and barn bills sold at list 
prices—3'2 to 442% “commission”. 

#5—For less than truck load quantities 
where jag lot prices are used—-5% “commission”. 


Category #6—For very small orders sold at piece 
prices—5% “commission.” 

Sales in categories 4, 5, and 6 may be priced by the 
salesman from the company’s (3 column) price list. 


Category #7—For engineered end-use package sales 
(houses, garages, barns, machine sheds and other such 
units) where materials are sold without construction labor, 
where the material list is guaranteed to complete the job, 
where the dealer adds an overall package profit, and 
where a lump sum is arrived at for the package—7 to 
10% “commission”. 

A These packages are usually sold on a monthly payment 
asis. 

All commissions beyond 5% on the material sales must 
be added in to the lump sum selling price. Under this 
plan the dealer is never paying more than 5% direct selling 
cost. The executive in charge of pricing should always 
price sales in Categories 7 and 8 and should add an extra 
charge for the dealer’s package selling service and re- 
sponsibility. 

#8—For end-use package sales involving 
both materials and labor and where the company takes 
responsibility for labor—10 to 15% of the complete pack- 
age price. 


*“Outside” salesmen should have store hours which coin- 
cide with the peak loads of consumer traffic during the 
week. 


On large package sales, the commission rate, because of 
competitive consideration, must be a matter of negotiation 
between the executive and the salesman. Complete house 
jobs—labor and materials—usually have a commission of 
3% for the salesman. 

In Category #8, as in #7, all commissions to the sales- 
man beyond 5% on the material sales should be added by 
the pricing executive into the selling price of the package. 
In Category #8 the dealer should also add an overall 
profit on both labor and materials for the extra service and 
responsibility in package selling and include a 3% reserve 
for the responsibility for workmanship on the job. 

The variations in these package commissions are caused 
by (1) the size of the market (2) what applicating contrac- 
tors are paying their salesmen and (3) the varied number 
of packages the dealer promotes and sells. In smaller 
cities and rural areas, and where the dealer pays the 
salesman’s expenses in addition to commission, the lower 
percentages are used. In larger cities and where the 
salesman pays his own expenses, the higher figures are 
more prevalent. 

The salary (drawing account) range is from $75.00 to 
$100.00 per week. Commissions are computed on every 
sale and credited against the draw. The amounts exceeding 
the draw are usually paid on the first pay day following. 
When the commissions exceed the draw for an extended 
period of time the salary (drawing account) may be 
increased. 

Because all commissions over 5% on material prices 
are added to the package selling price, the only risk a 
company takes in installing this plan is where weekly 
earnings are less than the draw. Careful recruiting and 
selection of salesmen will minimize this risk to practically 
zero. 

On the other hand, this plan offers a capable outside 





The ideal salesman’s compensation plan will achieve 
these six objectives: 


1, Provide for a basic salary or drawing account that 
will give the salesman “grocery and rent” money 


regularly. 


. Set up incentives for creative, sustained, beyond-the- 
ordinary effort which will produce superior e 


. Mete out additional compensation in direct propor- 
tion to sales and profits produced. 


. Treat all salesmen doing the same work equitably. 


. Give management control of sales programs, expenses 
and profit margins. 


. Reach for an increasing share of the potential sales 
volume at an economic cost. 
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Aftermath: Then there was the fellow who won $150,000 on 
a TV quiz program—and invested it all in cranberries. 
> a ~ 


His idea of a balanced diet is a highball in each hand. 


* * ok 


Old age has its advantages, for instance, you can whistle 
while you wash your teeth. 
om ” * 


Two psychologists were riding down on the elevator together 

at the end of a day. The yonng one was beat and drooping, his 
tie undone ‘and his coat over his arm. The elder was neat and 
crisp. 
“IT don’t see how you do it,” the young man said. “How can 
you listen to all those miserable people telling those heart 
rending stories and come out at the end of the day looking 
fresh and neat?” 

The elder psychologist answered, “Who listens?” 

¥ + * 


Seattle—a center of success in the soaring sixties of our 
U.S.A. MAUK Lumber Co.—your prudent wholesale source for 
all lumber materials 

* > * 


Simple Celia says every heel needs a sock. 
* * a 


Platonic love is like being invited down to the cellar for 
gingerale. 

* a * 

Inflation has been defined as the status where you never 
had it so good—nor so briefly. 
m ca * 

Economic footnote: By the time a person drives downtown 
and pays parking fees to shop all day, it might be more eco- 

nomical to buy a cheap car and abandon it. 
+ * * 


Tobacco Road is now known as Filter Tip Drive. 
= > * 


Being an egotist has this good point—one doesn’t go around 


talking about other people. 
co ok * 


Do You Know What Dep't: 

Do you know what sophistication is? The ability to do al- 
most anything without feeling guilty. 

Do you know what marriage is? Love parsontfied. 

Do you know the best source of building supplies whether 
you’re sophisticated or married or both? MAUK Lumber Co., 
of course 

+ + a” 


MAUK Seattle Lumber Co. 
Seattle, Washington 


ic) The C. A. MAUK Lumber Co. 
come Toledo, Ohio 
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WORKSHOP PLAN 
(begins on page 87) 





consumer salesman an opportunity for higher compensa- 
tion than any other type of consumer selling. Don’t be 
afraid to let your consumer salesmen make some real 
money—even more than the boss for the time being— 
because the more he makes the more you make. 

“Commission” salesmen should participate in the same 
vacation programs and fringe benefits as the other em- 
ployes but not in profit sharing. 

Inside salesmen who are not On commission but are on 
profit sharing will not resent the outside salesman’s earn- 
ings—because they share in the profits of such outside 
salesman’s production. If they complain they may be 
offered an outside job and other inside salesmen hired to 
take their place. 

It is suggested that all sales persons both inside and 
outside be given 1% for getting cash with an order, 1% for 
writing up a sales ticket, regardless of whose customer, 
and 1% for the first monthly payment sale to a customer. 


Accounting considerations. On end-use package sales 
(Category #7 and #8) all commission above 5% on the 
material sales, which have been added in to the selling 
price, should be charged to a “commission added” account 
so that such amounts do not appear as a direct cost of 
material sales. 

All payments to outside salesmen should be credited to 
this account and at the end of the month any amount 
paid to salesmen beyond the commission added account 
should be charged to direct sales cost. 

In a recent questionnaire covering compensation prac- 
tices, several lumber dealers commented that they have 
installed the above plan and “it works!” 


PLYWOOD > HARDBOARD 


“REDORA”® @ AFRICAN MAHOGANY 








LAUAN e@ POPLAR oe BEECH 


KYS HOLLOWCORE DOOR FILLERS 
HOENIG PLYWOOD CORP. 


Dept. L, 280 Madison Ave. 
Tel. MUrray Hill 5-2280 - 2281 - 2274 New York 16 
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FAMOWOOO th AMAZING... 


TIC for wood finishes! 
APPLIES LIKE PUTTY . . . STICKS LIKE GLUE! 


FAMOWOOD is the answer... where wood 
finishes are i t. Simple to use... 


effi- 
cient, lasting, ving, when filling wood 
cracks, Tictar : 





FAMOWOOD descriptive literature & price list on request. Distributor & Dealer biquiries invited, write Dept. 714 


BEVERLY MANUFACTURING COMPANY tos anocurs 2, cau. 


Waeetscturers of... FAMOWOOD ¢ FAMOGLAZE © FAMOSOLVERT 
Circle No. 90 on Handy Cover Card 
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Slay Competitive... 
Use This Handy 


Cover Card... 


to get details fast on the latest new products, 
sales aids, equipment and helpful literature. 


w ‘ 
so Sq. in. \ 


GUARANTEED i ral Fasiest to use - 
FREE AREA maps Ce temo Hen cl 


Mail the completed card and we will rush the 
inquiry to the manufacturer. No postage is re- 


Competitively Priced eit 














This card good until June 15, 1960 


Pleasing design... solid construction 


MILCOR ROOF LOUVER VENTILATORS pear” 


14 15 16 17 18 19 20 21 22 23 24 25 26 
27 28 29 30 31 32 33 34 35 36 37 38 39 
40 41 42 43 44 45 46 47 48 49 50 51 52 
53 54 55 56 57 58 59 60 61 62 63 64 65 
66 67 68 69 70 71 72 73 74 75 76 77 78 
79 80 81 82 83 84 85 86 87 88 89 90 91 
92 93 94 95 96 97 98 99 100 101 102 103 104 
105 106 107 108 109 110 111 112 113 114 115 116 117 
118 119 120 121 122 123 124 125 126 127 128 129 136 
131 132 133 134 135 136 137 138 139 140 141 142 143 


iad iis capil 50 full square PART OF MILCOR'S 
oat pes sat Presper dare pap louver so seul it: BROAD LINE OF 4,979 QUALITY 
structed, and so attractively designed, they’ll be amazed BUILDING PRODUCTS 


you can offer it at such a low price. 


‘ : : P , 144 
Now every builder can afford to provide the vital attic — that makes it easy fo combine LCL 
ventilation his houses need. No need to skimp on free we , 
r carload savings 
area because of costs. New Milcor Roof Louver Ventilators quantities for truckload o g New Products, Sales Aids, Equipment, 


and Literature 


<= 201 202 203 204 205 206 207 208 209 210 211 212 213 
—_ | 214 215 216 217 218 219 220 221 222 223 224 225 226 


+ 227 228 229 230 231 232 233 234 235 236 237 238 239 


are priced to compete with many less effective ventilators 


on the market. 


Free area capacity, shown on the label of every Milcor 





Jentil< - is certifie , > >t: on til: sti >. — Fi Tri lar L ers—Fixed ' 
Ventilator, is certified by the Metal Ventilator Institute wet cel anmdeclans. and adjustable types, Sizes | 240 241 242 243 244 245 246 247 248 249 250 251 252 
8” x 8” to 24” x 30”. to fit various roof pitches. | 953 254 255 256 257 258 259 260 261 262 263 264 265 


Write our nearest branch for price list, | 266 267 268 269 270 271 272 273 274 275 276 277 278 


| 279 280 281 282 283 284 285 286 287 288 289 290 291 
AUUTTTTUUHE | 



































. ee : | 
member 3 
“ ULL 
Ja « geomatgs pe Nome NS tpetnsebanninanael 
ott Under-Eave Louver — Foundation Grilles — For 
° ANY Finned louvers deflect rain crow Seana and yy e 
and snow. Three sizes, ess basements. Size o } pany eS of 
INLAND STEEL PRODUCTS COMP 4” x 16”, 6”x 16”, 8” x 16”. one concrete block. 
DEPT. C, 4029 WEST BURNHAM STREET, MILWAUKEE 1, WISCONSIN { 
Address 
SM-8A 
BALTIMORE, BUFFALO, CHICAGO, CINCINNATI, CLEVELAND, DETROIT, KANSAS CITY, LOS ANGELES, MILWAUKEE, MINNEAPOLIS, NEW ORLEANS, NEW YORK, ST. LOUIS o ‘ ae 
ity one e 
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Fold Out for 


New, Free 


Inquiry Card © 


Here’s the handiest card yet — 


@ no turning back to find the card as 
you turn the pages. It’s always in 
front of you. 


covers both editorial and ads. 


just one inyuiry brings you the 
latest facts from all manufacturers 
checked. 





FIRST CLASS 
Permit No. 777 
CHICAGO, ILL 











No Postoge Stamp Necessory 
if Mailed in the United States 
POSTAGE WIiL BE PAID BY 
AMERICAN LUMBERMAN 
P. O. BOX 139 
NEW YORK 4, N. Y. 
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A Complete Range of SEAMLESS Widths 


All Coverall is moisture-proof, but onl 
Black Coverall Is Sunlight Resistont 


Coverall Is Folded Down On 
Rolls 100 Ft. Long for 
Easy Handling, Easy Selling, 
and Easy Application 


The Best Polyethylene Sheeting That Money Can Buy! 


FOR FARM 


Machine Covers 





FOR HOME 


Table Covers 





FOR INDUSTRY 


(Meets FHA Specifications) 


Material Covers 


HUNDREDS OF OTHER USES: Pond Liners, Ditch Liners, Seed & Fertilizer Covers, 
Corn Crib Covers, Fumigating Biankets, Plant Protectors, Garden Mulch, Fresh 
Concrete Covers, Temporary Bidg. Enclosures, Picnic Cloths, Freezer Wrap. 


2C4 


2c8 
2c9 
2C12 
2C16 
4C3 


4C4 


4c6 ACR 


“4c8 


A YEAR 


‘ 


"ROUND 
SELLER 


50% Mark Up 


Go. 


Mi 


1% 3 Ft. |No 


Film Folded Roll 
ls | Width Width Length 


300 
4 to 


1% 3 Ft.| No 000 


“4C10 + 4CIOB 


4Ci2 4C128 
4cl4 4C14B 
Ace 


4C208 


* rei nin nl & 


‘ 200 
50 in. Ato 


100 in.| 25 in. | 200 
9 Ft.| 27 in. | 100 Ft 

12 Ft.| 36 in. | 200 F 
16 Ft.| 48 in. | 1 


100 
3 Ft. |No ‘a 


100 
to 


100 
100 
100 
100 
100 
100 
100 
100 
100 

1 

300 Ft. 
300 Ft. 
100 Ft. 
100 Ft. 
100 Ft. 
100 Ft. 
100 Ft. 
100 Ft. 
100 Ft. 
100 Fr. 
100 Ft. 
100 Ft. 


No 


100 Ft. 
100 Ft. 


100 Ft. 


Shipping 
Weight 


30 Lbs, 
25 Lbs. 
37 Lbs. 


18 Lbs, 
12 Lbs. 
27 Lbs. 
1 


28 Lbs. 


36 Lbs. 


15 Lbs. 
18 Lbs. 
24 Lbs. 
27 Lbs. 
1 Lbs. 
Lbs. 
Lbs. 
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